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CHAPTER I
INTRODUCTION
As a nation this country is getting older. Whereas 
the life expectancy for an American was 49 years in 1900, 
it has risen to 73 years in 1973 (Butler; 1978). Through 
a combination of medical advances and healthier living 
styles (i.e. no smoking, exercise, attention to diet, etc.) 
the absolute numbers of elderly in our society have risen 




IN THE UNITED STATES
Year Number of 65 and over % of Total Pop.
1900 3.1 million1 4.0%
1979 25 million2 11.2%
Source: 1Historical Statistics of the U.S. , 1969, p.8
2Wall Street Journal, Oct. 25, 1979, p. 1
With the declining birth rate considered we can anticipate 
the elderly proportion of the population to increase even 
further. By the year 2000 it is predicted that the over-65 
segment will comprise nearly 20 percent of the population 
of the United States (Wall Street Journal, Oct. 25, 1979).
Numbers such as these suggest that the elderly would 
be the object of much attention by business in general, and
2
marketers in particular. The evidence seems to suggest a 
conclusion that is otherwise. Practitioners have directed 
most of their energies toward younger consumers, and for 
those consumers who are not young, promotional campaigns 
persuade them to at least "think young." Consider the com­
ment of one marketing executive:
Have American marketers gone overboard in their 
courtship of the youth market? Have we, as 
marketers, ignored and possibly offended mature 
America in our obsession with young America? 
As I watch television and read magazines and 
attend movies these days, I sometimes wonder 
if anybody besides myself is over 30. There 
seems to be a conscious denial of middle age-- 
and certainly of old age (Business Week, 
Nov. 20, 1971).
The foregoing is not the isolated opinion of one individual.
Harris and Associates, in a study of attitudes in the United 
States toward the elderly, found that "the young's percep­
tions of old age are perhaps worse than those 65 and over 
(who) experience it" (1975) .
An essential question is do such negative perceptions 
manifest themselves in marketers' actions toward elderly 
consumers? CBS, in the late 1960's canceled several prime­
time television programs such as the "Andy Griffith Show," 
"Gomer-Pyle - U.S.M.C.," and "Red Skelton Show," because 
they attracted "proportionately more elderly, lower-income 
rural audiences" (Parente 1977). They altered their pro­
gramming to attract a younger market.
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Consider the record of clothing marketers and the 
elderly woman. Smathers and Horridge (1978) found that 
nearly half of their sample of elderly women could not 
obtain a decent fit in ready-to-wear clothing. The design 
and construction of the clothing failed to account for the 
bodily changes that occur in elderly women.
Reinecke’s (1975) assessment of shopping centers and 
supermarkets further indicated the failure to consider the 
needs of the elderly. Shopping centers typically locate 
away from concentrations of elderly. In the supermarket, 
product assortments work against the needs of the elderly 
shopper. Portion size is often inappropriate with the mul­
titude of "family-paks” and other such larger scale offerings. 
Retailers often consider the elderly shopper an undesirable 
customer. Consider the comments of one women’s clothier, 
"older women will want to see ten dresses and they’ll buy 
one. With the juniors, we can show three and two will be 
in the running" (Forbes. Jan. 15, 1969).
In its annual statement of public policy, the National 
Council on the Aging (NCOA) underscored the failure of market­
ing to be sensitive to elderly needs:
The older consumer is also the victim of more
subtle forces in the marketplace. Neighborhood 
stores and personal attention have given way to 
department stores and turnstile sales. Price 
tags are often small and confusing. Labels and 
product information appear in small type. Clothes 
4
are not designed to complement the natural effects 
of age (Perspective on Aging, July/August, 1980).
In the statement on consumer affairs and the elderly by the 
NCOA one could not find a positive note about marketing 
practices that affect the senior consumer. Indeed, in its 
recommendations for corrective action, the Council relied 
heavily upon Federal Government agencies and legislation 
as the means by which the elderly could seek solutions to 
their consumer problems. This implied that marketers have 
not been listening to the voice of the elderly consumer.
The foregoing paints a rather negative image of mar­
keters’ actions toward the elderly. There are, however, 
instances where marketers have attempted to reach the elderly 
consumer. Sporting goods producers Wilson and MacGregor 
offer golf clubs that consider the physical requirements 
of the elderly. Bulova has introduced watches with enlarged 
numerals on the dial face in consideration of the diminished 
eyesight of some elderly. In an attempt to meet the nutri­
tional needs of the elderly consumers, A.J. Heinz brought 
out its "Senior Foods" line. It had to be withdrawn, how­
ever, due to lack of acceptance. While "Senior Foods" may 
have been appropriate for the dietary requirements of elderly 
consumers, it apparently was lacking in other areas of el­
derly needs.
The examples of firms such as Heinz, Bulova, et al 
are, unfortunately, few. Furthermore, with the exception 
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of Heinz, the degree of success these firms have achieved 
is unknown. The lack of any clear success story of market­
ing to this group suggests that many marketers may question 
the existence of an elderly market, or that the market con­
tains too many unknowns to risk finding out. As a conse­
quence, we have seen many marketers take one of two courses 
of action. One alternative is to simply treat the elderly 
as any other consumer. A marketplace environment which 
frequently takes this approach is the supermarket. Glisan 
and Kiser (1978) studying this environment, found evidence 
that questions such a strategy. In this study the elderly 
displayed the least store loyalty of any age group examined. 
The study concluded, however, that many opportunities existed 
for food marketers to attract the loyalty and patronage of 
the elderly consumer.
A second course of action often employed by marketers 
is to use price as a means of attracting the elderly buyer. 
It is used by both national concerns and local merchants who 
offer seniors discounts on goods and services. Price, however, 
is not an especially imaginative tool to employ, as it re­
quires little effort compared to the use of other marketing 
mix variables--promotion, place, and/or product. Price also 
has the added drawback that it is usually easy for competi­
tors to match such a move, thus taking away any differential 
advantage enjoyed.
Furthermore, price may be an inappropriate tool in 
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attracting elderly buyers. A common sterotype of the elderly 
is that to be old is to be poor. Government studies indi­
cate that six percent of the elderly in this country are 
poor (U.S. News and World Report. Sept. 1, 1980).1 With 
ninety-four percent of the elderly not being poor, price 
may not be as sensitive an issue to the elderly consumer 
as many marketers think. Glisan and Kiser (1978) found 
that the elderly were no more price sensitive than other 
age groups, and were not even the most sensitive to price.
Two important considerations seem to emerge from 
the foregoing discussion. First, the elderly represent 
a significant proportion of our population currently, and 
their number will continue to expand through the remainder 
of this century. For marketers the implication of this is 
that it will be increasingly difficult not to give a greater 
consideration to the elderly as a viable target market. A 
second consideration is that even though a marketer may 
desire to seek the elderly buyer, the appropriate marketing 
strategy to employ has often been elusive and difficult to 
determine. This carries the added implication that as mar­
keters conceive their marketing strategies to seek out the 
elderly it must be done with an adequate understanding of 
the unique needs and requirements of the elderly consumer.
Needed by marketers to design better marketing strat­
egies that attract the elderly are answers to two fundamental 
1The economic status of the elderly will be covered 
in depth in Chapter Two.
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questions. First, is the elderly market a homogeneous set 
of buyers, or do segments exist within this group? Secondly, 
once an answer to the first question is determined, what 
elements of the marketer’s controllable variables--the 
marketing mix--are most appropriate for implementing 
strategy? Research is needed to answer these questions 
in order to close the gap between marketers’ limited know­
ledge of the elderly market, and the elderly consumer’s 
sense of deprivation in the marketplace. The next section 
will discuss how to provide answers to the two aforementioned 
questions, and thus close this gap between the satisfaction 
delivered by marketers and that sought by elderly consumers.
PROCEDURE
In this investigation, selected elderly consumers 
were studied in order to determine if market segments exist, 
and if so, what recommendations could be made regarding the 
marketing mixes for the respective segments. Therefore, a 
brief discussion will clarify what is meant by the term 
market segment, review alternative procedures for deriving 
market segments, and specify the procedure used in this study. 
MARKET SEGMENTATION
To determine if viable market segments exist, marketers 
employ the process of market segmentation. Market segmentation 
is the "act of dividing a market into distinct and meaning­
ful groups of buyers who might merit separate ... marketing
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mixes" (Kotler, 1980a, p. 294). A marketer who employs market 
segmentation as a tool of analysis focuses his attention upon 
buyers--their needs, their requirements, and their characteristics. 
The marketer seeks to determine how these buyers differ in 
any of the aforementioned respects (Kotler, 1980a, p. 87) .
Once a useful basis for subdividing a market into segments 
has been realized, the marketer selects that segment which the 
organization can serve most effectively and profitably. This 
latter step is referred to as target marketing--and represents 
the initial step in designing a marketing strategy.
With the target market defined a marketer turns his 
attention to determining the appropriate blend of the com­
ponents in the marketing mix. Although there are a great many 
decisions marketers must make, they can generally be reduced 
to four: product, price, promotion, and place (McCarthy, 1978, 
p. 35). The question which confronts every marketer is what 
blend of these elements is optimal for reaching the target 
market? The answer is in knowing the needs and wants of the 
targeted market (Kotler, 1980, p. 89). In other words, the 
needs of buyers in the target market virtually define the 
blend of the marketing controllable variables.
Bases of Segmentation
Because marketing mixes are defined by knowledge of 
the target market, and the target market is defined by 
knowing what segment is being sought, it is necessary to 
determine whether segments exist--in this case segments within 
the elderly group of buyers. The difficult task for the
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marketing researcher is to select the most appropriate basis 
for determining whether segments do exist.
Bases for segmenting consumer markets can be classi­
fied according to four major variables: geographic, demo­
graphic, psychographic, and behavioristic (Kotler, 1980b, 
p. 199). Each has its particular merits for being used for 
segmenting markets. Geographic breakdowns of markets are 
probably more marketer-focused than buyer-focused. That 
is, a marketer determines what geographic locations can 
best be served by the firm given its resources. The clas­
sical case of this is the Adolph Coors Brewing Co. of 
Golden, Colorado. When they seek a new market it is de­
fined in geographic terms. They simply expand the bounda­
ries of the market they will serve.
Demographic segmentation implies that some character­
istic, or combination of characteristics of the population 
of interest is selected to subdivide a market. Age, education, 
income, religion, family size, etc., or any combination 
thereof, are all characteristics which could form the basis 
of creating demographic segments. Marketers have employed 
demographic variables to distinguish markets more than any 
other basis of segmentation (Kotler, 1980b, p. 200). Two 
reasons can be given for the widespread use of demographics 
by marketers. First, consumer buying habits are frequently 
correlated with demographic variables. For example, denture 
cream/power use is highly correlated with age. Likewise, 
among newlyweds there is generally the need for household
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furnishings and appliances. A second reason for the use of 
demographics is the abundance of data available. It can be 
obtained from a variety of governmental sources as well as 
many private research firms.
Psychographic segmentation implies that buyers' be­
havior can be attributed to certain lifestyle orientations 
(Wells & Tigert, 1973). For many people the products they 
buy represent extensions of their activities, interests, 
and opinions. The oft-cited example is Lee Iacocca's brain­
child, the 1964 Ford Mustang. He wanted to introduce a 
youth-oriented automobile that combined sportiness, economy 
of operation, and low price. In the wake of the huge success 
of the vehicle, Ford found that the buyers were not simply 
those who were chronologically young, but those who thought 
they were young. To employ such a segmenting approach, how­
ever, it is necessary to detect segments of buyers who pur­
chase and consume products in such a manner that the product 
is an extension or reflection of the individual's self- 
concept or aspirations. Detecting such segments can be a 
problem. This approach rests upon finding buyers who believe 
that the products they buy make a strong statement about 
their personal lifestyle, and finding substantial numbers 
of such buyers.
Behavioristic segmentation relies upon deriving seg­
ments based upon their response to marketing variables. For 
example, a population behavioristic segmenting basis is customer 
usage rate. Its premise is that buyers will consume products 
in varying rates, or amounts. When Philip Morris, Inc. ac­
quired Miller Brewing in the early 1970's they found that 
their product, Miller High Life, appealed to the light user 
segment ("light" here means a low level of use for the pro­
duct, not to be confused with Miller's product of the same 
name). Light users represented half of all beer drinkers, 
yet they consumed only 12% of the beer produced. On the 
other hand the other half of the beer drinking market, the 
heavy user, consumed 88% of all beer (Twedt, 1964, p. 72). 
Miller decided to seek the heavy user segment. A require­
ment for such an approach is that there exist segments with 
heightened sensitivity to marketing variables, and that for 
such buyers common denominators exist among demographics, 
personal characteristics, and media habits in order for 
them to be identified and sought (Kotler, 1980a, p. 304).
Selecting a Basis of Segmentation
Given the foregoing major bases of segmenting markets, 
which is appropriate for finding potential segments among 
the elderly? Geographic segmentation might be useful for 
the marketer who seeks to find elderly consumers where they 
are in either large numbers, or represent disproportionately 
large numbers among some population, or both. For marketers 
who have a national appeal and would desire to seek all elderly 
such an approach would not be useful. Except in the narrowest 
of terms, such as planned retirement communities, geography 
is not an especially useful approach to segment elderly.
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The major weakness of such an approach rests on a basic assump­
tion that the marketer regards elderly buyers as homogeneous, 
and that geography is the key variable for creating segments. 
In some instances where buyer needs are quite uniform such 
a basis of segmenting might be useful. For example, the 
demand for ethical drug items among the elderly is probably 
such that geographic segments do not exist. Such products 
are, however, likely to be exceptions rather than the rule.
Behavioristic segmentation, on the other hand, has 
the potential to be very useful to marketers for identifying 
groups of elderly consumers because of the elderly's sen­
sitivity to specific marketing variables. The weakness of 
such a procedure, however, is that it is very product-specific, 
brand-specific, promotion-specific, etc., and a parsimonious 
description of elderly segments would not be generated. In 
other words its use might be more appropriate if undertaken 
by individual firms, such as the product-specific segments 
Miller found.
Psychographic segmentation offers marketers the oppor­
tunity to find segments that contain much detail about the 
respective buyers. As the originator of this technique puts 
it, you obtain a "portrait of target groups" (Wells and 
Tigert, 1973, p. 166). Unfortunately, the technique requires 
the researcher to become quite specific regarding product 
and media requirements of respondents. This yields segments 
that are useful to producers of the given product, but which 
are not generalizable to larger dimensions. Wells indicates
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that two other problems may present themselves to marketers 
when attempting to use psychographics to generate segments: 
the profile of one group may overlap that of another group, 
and some products have shown a puzzling inability to generate 
segmentable groups. The occurrence of either problem would 
result in a lack of segments (Wells and Tigert, 1973).
Although psychographics has proven useful as a basis 
for segmentation, it is important to know if it applies to 
the elderly buyer. Fela found three segments--traditionalists, 
out-goers, and isolationists--in his application of psycho­
graphics to the elderly market (1977). Media interests were 
relatively homogeneous among the three derived segments, 
some product preferences were different while others were 
similar, and no conclusions were drawn with regard to pricing 
and store patronage behavior. Due to a lack of strong market- 
related differences displayed by the three segments, there 
seems to be little promise offered to marketers by psychographics- 
derived segments among the elderly. Furthermore, overlapping 
of demographic characteristics and similarities of certain 
preferences among the segments were found, rendering the 
usefulness of derived segments as questionable. This suggests 
that psychographics may be inappropriate for finding segments 
among elderly buyers.
Where psychographics is regarded as being useful in 
describing buyers in a very vivid manner, demographics are 
just the opposite. To classify people according to income, 
or any other such characteristic depicts people in an
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impersonal and empty fashion. For example, to divide a market 
according to income does not describe the actual and/or po­
tential buying behavior of individuals. It is possible, 
however, to use demographics in such a way that it is possible 
to obtain a composite that yields useful information in not 
only a factual manner, but also quite "humanistic" in the 
description of buyer groups. By the combining of such demo­
graphic information as education, occupation, and residential 
accommodations, it is possible to derive social class groupings 
(Hollingshead, 1958). The potential of social class as a 
basis of segmenting the elderly market is unknown. If 
segments can be determined, however, it will be possible 
to provide marketers with groups of elderly buyers which con­
tain sufficient heterogeneity between groups to merit specific 
marketing strategies. In the discussion which follows we 
will examine the concept of social class in greater detail 
and provide a fuller view of its segmenting value to marketing.
Social Class as a Basis for Segmentation
Because social class often means different things to 
many people, it is appropriate to have a definition which 
provides clarity. Vanfossen defines social class as:
a group of people with similar economic 
conditions and life styles who interact 
with each other, maintain exclusive boundaries, 
are conscious of their common group membership,
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and are separated by clearly obvious degrees of 
social distance from other groups (Vanfossen, 1979, 
p. 9) .
Several points contained within this definition deserve 
amplification. First, income and social class are too 
often regarded as the same thing. Though income is im­
portant, it is more correctly considered as an element 
of the broader concept, economic conditions. Economic 
conditions encompass all contributions to the wealth of 
the economic unit. This would include all family incomes, 
financial assets, and possessions. Clarification of this 
issue is particularly crucial in a study of the elderly. 
Their incomes may be quite small, especially in relation 
to pre-retirement levels. Their wealth, however, may not 
decline appreciably due to their lifetime accumulation of 
assets and the special financial considerations that accrue 
to the elderly.
Two additional points contained in Vanfossen's defini­
tion- -lifestyles and boundaries--merit attention. The 
coupling of social class and lifestyle suggests to marketers 
that consumption decisions possess a certain degree of 
similarity within a social class, and dissimilarities 
between social classes. The "boundaries" that Vanfossen 
refers to in her definition merit further explanation. 
Boundaries are the product of efforts by social classes 
to initiate and maintain restrictions between classes.
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Members of social classes manifest such efforts in the 
selection of a residence and in social memberships. People 
generally choose to live among those who share common life­
styles and value orientations--in other words, a similar 
social class. Therefore, by identifying the social class 
to which elderly buyers belong it is possible to infer fairly 
homogeneous lifestyles and value orientations. To qualify 
as a segment, the requirement is to determine the strength 
of the association between the respective lifestyles and 
orientations of differing social classes to marketplace 
behavior.
Academic and marketing researcher Sidney Levy, re­
flecting upon 15 years of research utilizing social class 
as an explanatory variable, states that even though members 
of different social classes may own an identical item (i.e. 
a toaster, television), it has been obtained "through rather 
different marketing processes based on different values, 
thought processes, and purchasing actions" (Levy, 1973, p. 410). 
Other researchers have found social class a useful segmenta­
tion variable based upon goods consumption differences, media 
preferences, and store patronage (Coleman, 1960; Martineau, 1958; 
Myers & Gutman, 1974; Schaninger, 1979). This suggests that 
even though a marketer’s potential market cuts across several 
social classes, to realize this potential it is necessary to 
design marketing mixes which match specific needs of buyers 
in differing social class circumstances (Levy, 1973). The
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implication of these research efforts is that lifestyles 
and value orientations, coupled with economic conditions 
of a given social class explains differing consumption 
patterns among consumers.
Requirements for Effective Segmentation
The foregoing discussion offered empirical evidence 
to justify the use of social class as the procedural basis 
for deriving segments among elderly buyers. As a final test 
of its appropriateness it is advisable to evaluate social 
class according to Kotler’s criteria for establishing an 
effective basis of segmentation (1980a, pp. 205-6). The 
criteria ares measurability, accessability, and substantiality.
Measurability refers to the need to determine the 
size of a segment as well as its purchasing power. There­
fore, it is necessary to specify characteristics which permit 
researchers to identify the members of potential segments. 
Although there is no universal agreement upon what character­
istics should be used to measure social class most use at 
least the two variables occupation and education (This issue 
will be discussed in greater depth in Chapter III) . The 
social class index used in this study, however, employs 
occupation, education, and residential accommodations as 
the variables to measure social class membership (Hollingshead, 
1958) . Using these characteristics to measure class permits 
the researcher to also determine the population size and 
purchasing power of individuals within a given social class
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by consulting demographic data compiled by state and Federal 
agencies.
The second criterion suggested by Kotler for effective* 
segmentation is accessability. This refers to a marketer’s 
need to communicate with the target market and deliver to 
them goods and services. Levy reports that members of 
different social classes demonstrate differences with 
respect to media habits, and vary in their receptivity to 
advertising appeals (1973). Thus, the task for marketers 
is to identify how social class differences are manifested 
with respect to appeals, media selection, and store choices.
Kotler’s final criterion for an effective segmen­
tation basis is substantiality. In other words, are the 
resulting segments of sufficient size and purchasing power 
to seek profitably. Warner’s (1960) research suggests that 
there are six social classes in our society. Table 1-2 
shows this class structure in terms of population percentages. 
Depending on the nature of the product and the marketing 
effort any one of these classes could be substantial. For 
example, the seemingly small percentage in the upper-upper 
grouping would be substantive enough for a marketer of Rolls- 
Royce automobiles, but not likely for the marketer of Hondas. 
On the other hand such large-scale marketers as brewers 
might find a good match for their product in the upper-lower 
class, characterized as blue-collar working class. A re­
cent inspection of the media campaigns of brewers suggests
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TABLE I-2
WARNER'S SOCIAL CLASS SYSTEM
Social Class Membership Population Percentages
Upper-upper Aristocracy .5









Source: Kassarjian and Robertson, 1973, p. 392.
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that this class is not only accessible by such media, but 
that the segment is apparently substantial to justify such 
expenditures.
OBJECTIVES
The objectives of this study are two-fold:
1. Using socio-economic characteristics of
elderly consumers, identify distinct 
segments within the elderly age group.
2. Given that distinct market segments of 
elderly consumers can be identified, 
determine what marketing mix decisions
are appropriate for the marketing decision­
maker in selected product markets.
SCOPE OF THE STUDY
Earlier in this chapter it was stated that social 
class was to serve as the basis for differentiating and 
identifying segments of elderly consumers. To validate the 
use of social class as basis for deriving segments, it was 
necessary to obtain a sample composed of subjects who displayed 
variability among those socioeconomic characteristics which 
are used to measure social class (a discussion of these char­
acteristics is presented in Chapter III) . To meet this need 
samples were drawn from Hillcrest Towers elderly community in 
Fayetteville, Arkansas, and the Bella Vista elderly community 
near Bentonville, Arkansas. Information provided by administra­
tive agents of the respective communities suggested that a 
priori it was possible to conclude with some degree of con­
fidence that the two communities of residents were members
21
of different social classes. It was necessary, however, to 
confirm that conclusion with objective measurement techniques 
rather than relying upon judgmental observation. A self- 
administered questionnaire, which included questions regarding 
education and occupation, was mailed to sample subjects (see 
Appendix A). The combination of these two variables and resi­
dential status was used as indicators of social class. This 
procedure was derived from the Hollingshead Three-Item Index 
of Social Position (Hollingshead, 1958).2
The second phase of the study examined responses of 
subjects to questions regarding market-related behavior. This 
phase was the crucial test in determing the value of social 
class--a market descriptor--as a basis of segmentation among 
elderly consumers. The goal was to identify patterns and 
preferences of buying behavior (market-oriented variables) 
which were relatively homogeneous within social classes. 
Provided significant statistical relationships existed 
among these market-oriented variables, it could then be 
established that a market descriptor such as social class 
identifies and distinguishes segments of the elderly con­
sumer market. Market-oriented variables examined in the 
study were: (1) in non-routine shopping situations--the 
pre-purchase actions, purchase motivations, post-purchase 
satisfactions, and extent of shopping mobility, and (2.) 
for routine situations--the transportation mode utilized,
A more thorough discussion of this, and alternative 
procedures will be provided in Chapter III.
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frequency of such activity, and distance traveled.
Based upon the foregoing areas of investigation the
following research hypotheses were formulated:
H1: There is a difference between the responses of
the social class groupings in their pre- 
purchase acquisition of information.
H2: There is a difference between the responses 
of the social class groupings in the choice 
criteria used for purchase decisions.
H3: There is a difference between the responses
of the social class groupings in their degree 
of post-purchase satisfaction for a specific 
purchase.
H4: There is a difference between the responses 
of the social class groupings in the geographic 
extent of their shopping mobility.
H5: For routine shopping trips there is a
difference between the responses of the 
social class groupings in their mode of 
transportation, distance traveled, and 
frequency of such trips.
Statistical support of the above hypotheses will make 
it possible to suggest that social class offers marketers a 
basis of identifying segments of elderly consumers.
LIMITATIONS OF THE STUDY
It is not possible to conclude that the results of
this study apply to all elderly. The ability to generalize
to the larger population of elderly is constrained largely
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as a consequence of two characteristics of the sampling 
procedures used. First, samples were chosen from specified 
working populations rather than selected at random. Secondly, 
the sample from the Bella Vista community was selected from 
the listings in the local telephone directory. Because 
unspecified numbers of community members have no telephone, 
or an unlisted number, the sample selection was biased due 
to the absence of those individuals from the sample frame. 
For the Hillcrest Towers community, all 120 residents were 
to be participants in the study. Seven residents, however, 
did not have a listed number. Therefore, a similar limita­
tion existed for this group.
It is expected that very little ethnic/race variation 
exists in the sampling frame. Consequently it was not possible 
to generalize to such a dimension. A similar limitation 
existed with respect to urban/rural differences and the 
regional effect of using only samples drawn from a Southern 
state. Another limitation existed with respect to the com­
pleteness of social class representation. Warner reports 
the existence of six distinct social classes in this country 
(Warner, 1960). It is not the purpose of this study, however, 
to exhaust all social classes for the elderly, but to affirm 
that social class is a valid basis for differentiating the 
consumption patterns of elderly consumers in order to derive 
market segments.
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THE PLAN OF THE STUDY
Chapter I focused upon an introducttion to this study 
of the elderly. The rationale for the two objectives of this 
study--to derive segments among elderly consumers through use 
of social class, and to offer marketing mix alternatives to 
marketers--was presented. The scope and limitations associated 
with this study were discussed.
Chapter II is a review of the literature relevant to 
this study of the elderly. Examining a wide variety of sources, 
a profile of the elderly citizen is presented. A review of the 
literature about the elderly as a consumer is also provided.
The methodology employed in this study is discussed in
Chapter III. The sample selection and data collection proce­
dures are reviewed. A discussion is also devoted to the measure­
ment of social class. This discussion includes a review of 
alternative methods of social class measurement and justifica­
tion for the method employed in this study. The final section 
of this chapter focuses upon the variables used to test the 
hypotheses of this study.
The analysis of the collected data is presented in 
Chapter IV. Included is a profile of the derived social class 
groupings from the sample. The analysis concludes with the 
presentation of the results relating to the hypotheses.
Chapter V contains conclusions and implications.
Limitations and suggestions for further research is also 
offered. 
CHAPTER II
A LITERATURE SURVEY OF THE ELDERLY
Chapter I introduced the subject of this study: the 
elderly consumer. It was stated that the research objective 
of the study was to determine if segments can be derived 
within the elderly portion of the population, and if so, 
what strategic marketing decisions can be suggested. This 
chapter seeks to examine what is known about the selected 
target market of this study: the elderly as an individual, 
and as a consumer.
As each of us grows older we find that changes occur 
in our lives simply as a result of our age. A host of changes 
take place in the life of an average individual upon reach­
ing senior citizen status that dramatically alter his patterns 
of behavior. For the marketer, these changes facilitate an 
opportunity to segment elderly buyers. Accordingly, the 
first part of this chapter will present a descriptive profile 
of this society’s senior citizens.
The second part of this chapter will present findings 
specifically within the marketing literature that are rele­
vant to this study of the elderly. Although there is not a 
large body of literature available, especially in the lead­
ing marketing journals, much of the evidence is recent. 
Increasing research of the elderly as a consumer is evident.
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A PROFILE OF THE ELDERLY
One of the greatest contributions in research of the 
elderly has been that of falsifying the many myths about 
this group, and removing the invalid stereotypes. What 
follows is a discussion touching on various topical areas 
which would concern the marketer who is interested in better 
knowing the elderly. The areas covered include : purchasing 
power, social concerns, biological characteristics, popula­
tion growth, and geographic dispersion.
PURCHASING POWER
The myth that most elderly are economic paupers is 
being countered by the reality that our senior population 
is an economic force to be considered. A Congressional 
Budget Office study reported that only six percent of the 
nation's elderly can be considered poor, versus a figure 
thirty-three percent who were so classified 30 years ago. 
(U.S. News and World Report, Sept. 1, 1980, p. 50). With 
many of our nation’s elderly on fixed incomes, however, they 
still face the challenge of inflation. Food and medical 
care--two items of major expenditure for the elderly--have 
risen, as of December, 1978, 217.9% and 227.8% respectively 
on the Consumer Price Index base year of 1967 (Deak and 
Smith, 1979, p. 4). Social Security payments are now 
being revised semiannually to account for cost of living 
adjustments. Since 1975 Social Security payment levels 
have been tied to the Consumer Price Index and, because
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of this adjustment, we find that benefit increases in 
the 1970's exceeded the rate of inflation (Fort Worth Star- 
Telegram, 1980, p. 70). This suggests that even though in­
comes for the elderly are reduced due to retirement, their 
economic position is far better than it was before.
Imputed Income
When other factors are taken into account, the economic 
picture of the elderly suggests a prosperous outlook for 
most seniors. Most analyses of income by age groups simply 
supply the raw data and allow you to draw your own conclusions. 
Such a comparison often shows the elderly faring poorly vis-a­
via other age groups. Tongren’s research (1976) illustrated 
that such a simple comparison resulted in erroneous analyses 
and possibly false conclusions. His research revealed that 
the raw income of the elderly is considerably understated 
due to benefits unique to their age status. Among these 
benefits are double exemption status of federal tax, non- 
taxable status of Social Security income, no F.I.C.A. with­
holding, Medicare benefit, and the mortgage-free status 
of housing that most elderly enjoy. The impact of these 
benefits are shown in Table II-1. There are three different 
cash income levels used for this example and the table reveals 
that the real income of an elderly consumer carries greater 
purchasing power than incomes of their younger counterparts. 
Furthermore, the analysis includes only selected benefits. 
Other benefits which are often available to the elderly 
include retirement income tax credit, state income tax
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TABLE II-1
IMPUTED INCOME FOR THE ELDERLY
Cash Income $6,000 $8,000 $12,000
1. Double age exemption 
on federal tax and 
non-taxable status 
of S.S. income .... 390 595 905
2. No FICA w/h ..................... 351 468 702
3. Medicare benefit . . . 263 263 263
4. Housing benefit . . . . 1,212 1,748 1,748
Imputed Income . . . $2,216 $3,074 $3,618
% of Cash Income 36.9% 38.4% 30.1%
Total Real Income $8,216 $11,074 $15,618
Source: Tongren, H.N., "Imputed Income as a Factor
in Purchasing Power of the Over-65 Age Group," 
Proceedings: Southern Marketing Association,
1976, pp. 127-129.
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concessions, local property tax reductions, special discounts 
on foods, transportation benefits, and prescription drug 
allowances. The implication of such an analysis is that far 
too many marketers may be ignoring the hidden purchasing 
power of elderly consumers by consulting only raw income data.
Income by Household
Another fallacy of income data is that it relates to 
income available to a household. Such data does not tell 
what size household the income must support. The elderly 
household is composed of generally two members, with little 
prospect of increasing. Therefore, the income available per 
household member is an important consideration in assessing 
the economic strength of the elderly incomes. A demonstra­
tion of this assessment was found in a study by Glisan and 
Kiser (1979). As Table II-2 indicates, the elderly had the 
second lowest mean income as evaluated on a household basis, 
yet were second highest when evaluated on income-per-household- 
member basis. Furthermore, when Tongren’s imputed income 
technique was applied the income-per-household-member climbed 
to $9,239. Although this did not improve the rank of the 
elderly it moved them quite close to the highest level income 
group. When viewed in this manner, elderly households demon­
strate significant purchasing power available to each member 
of the household. The implication of such a finding is that 
the elderly are potential consumers of many products otherwise 
thought to be beyond their means.
TABLE II-2
REPORTED INCOMES VS. INCOMES PER HOUSEHOLD MEMBER
Age Categories
(Under 26) (26-35) (36-50) (51-64) (65-Over)
(n=) 26 81 122 98 64
Mean Reported Income $12,283 $18,394 $22,982 $25,511 $14,222
Mean Number Shopped For 2.3 3.2 3.8 2.4 2.0
Income per Household 
Member $ 5,340 $ 5,748 $ 6,048 $10,655 $ 7,111
Sources Glisan and Kiser, "Food Shopping Behavior as a Function of Age," 




Another common fallacy that occurs when analyzing the 
economic impact of the elderly consumer is to use income as 
a factor for estimating their potential to acquire the more 
expensive durable and leisure-time goods. By the time a per­
son reaches retirement age the assets acquired over a life­
time can be, and often are, quite large. An asset structure 
may include a house, household goods, property, auto(s), finan­
cial assets, investments, etc. Henretta (1979, p. 198) stated 
that neglecting these contributions to net worth and relying 
solely upon income prevented researchers from determining the 
"actual standard of living." The implication of this is that 
many of the assets acquired by the elderly over their lifetime 
are no longer essential and can be converted to income avail­
able for consumption. A more formal expression of this is 
offered by Modigliani’s life cycle hypothesis. This hypothesis 
holds that the accumulated income of a life's work, saving, is 
the resource for continuing a standard of living to which an 
individual has become accustomed, even after retirement.
The life cycle hypothesis is illustrated graphically in 
Exhibit II-1 . Friedman (1957) echoed the same comment by 
stating that consumption decisions were based upon total wealth, 
and not yearly income. The implication which this has for 
marketers is that the current income status of elderly con­
sumers is probably not as useful as is a knowledge of con­
sumption patterns, and that if income is used to analyze an 
elderly market, it should be done with recognition of real 
disposable income.
EXHIBIT II-1
MODIGLIANI'S LIFE CYCLE HYPOTHESIS























Source; Gordon, R. J. Macroeconomics; Little, Brown & Co. (1978) 




Thus far we have discussed several criteria that should 
be employed when analyzing the unique economic status of the 
elderly. We now turn our attention to the actual income levels 
of the elderly and projections for the future. Table II-3 
illustrates the comparisons of 1975 income data and projections 
for 1985 (measured in 1975 dollars). The data indicates sub­
stantial improvement in income for the elderly, especially 
for those in the under $5,000 category. There is clearly 
an upward shift in elderly incomes for 1985. In the coming 
years the improving financial condition of the elderly suggests 
that future consumption patterns may shift. Such a shift, 
however, will be largely dependent upon marketers directing 
attention to satisfactions available to elderly consumers.
SOCIAL CONCERNS
Social Interaction
When an individual retires one of the most immediate 
effects of this action is the reduced opportunities for social 
interaction. The social contacts from the employment environ­
ment are generally eliminated without new ones to take their 
place. Whereas 68% of all men 65 years and older were working 
in 1900, only 32% were so engaged in 1960, and each year the 
number is dropping further (Schramm, 1969) .
The research of Joel Smith (1966) showed that con­
comitant with the act of retiring, older citizens see less 
of all friends, have fewer associations in formal groups 
and organizations, and reduce their church participation.
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TABLE II-3







Under $5,000 8.0% 3.0%
$5,000 - 10,000 27.2% 17.9%
10,000 - 15,000 20.4% 18.7%
15,000 - 20,000 13.9% 15.2%
20,000 - 25,000 9.5% 11 .0%
25,000 - 35,000 7.8% 14.1%
35,000 - 50,000 5.8% 8.6%
50,000 and Over 7.4% 11.4%
100.0% 100.0%
Source: Fabian Linden, Conference Board Record.
June 1976, pp. 8-13.
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As a replacement for this reduced social network the elderly 
turn to increased usage of media substitutes. Scramm (1969, 
p. 353) stated that "mass media are called upon more and more 
to build a bridge between old people and the rest of American 
society." As a result the elderly spend substantial blocks 
of time viewing television, reading newspapers, and magazines, 
and listening to radio. A study of 5,000 elderly persons 
found that 70% engaged in television viewing the day pre­
ceding the study, and the median hours given for the activity 
was three hours (Beyer and Woods, 1963). The implication 
for marketers is that television, as well as the other media 
mentioned, represent potential channels of communication for 
marketer-controlled messages. The challenge of these channels 
of communication versus personal influence messages is to 
achieve the same degree of source credibility and salience 
of information.
Image of the Elderly
While there are many social implications to being 
aged in this country, few have such a negative impact 
upon the elderly as the image that most people hold about 
senior citizens. In a study funded by the National Council 
of Aging (NCOA), Lou Harris and Associates (1975) measured 
the self-image of elderly, and the image that the rest of 
society had of those who were elderly. Table II-4 shows 
these results. The general public had an image that
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the elderly were wise, friendly, and warm (items 1 and 2). 
This agreed with the image that the elderly had of themselves 
which contrasted rather sharply with items three through five. 
These items suggested that most people considered the elderly 
dull, inactive and narrow in their thinking; an image which 
the elderly did not share about themselves personally.
Though it is not surprising that the public had an 
image of the elderly that was largely negative, it is unex­
pected to find the image that most elderly had about other 
senior citizens. Consider the results of Table II-5. The 
image that the elderly had of their peers was that they were 
not especially friendly and warm. For the remaining items 
two through seven the image that the elderly had for other 
elderly approximated the image that younger people had for 
the elderly. The image that the non-elderly had for the el­
derly was generally negative, and it appeared that most of 
the elderly were of the same mind. It is possible to suggest 
that the under-65 public has propagated a negative image of 
the elderly and the elderly have bought it--except for 
themselves.
The research of Harris and Associates suggested that 
the image of the elderly by society is a product of negative 
stereotypes of aging. Butler (1975), writing about the 











1. Very friendly and warm 74% 72%
2. Very wise from experience 64% 69%
3. Very bright and alert 29% 68%
4. Very open-minded and
adaptable 21% 63%
5. Very physically active 41% 48%
6. Very good at getting
things done 35% 55%
7. Very sexually active 5% 11%
Source: Harris and Associates, The Myth and Reality of
Aging in America, 1975 National Council on 
the Aging, Inc., P. 53.
TABLE II-5
ELDERLY IMAGES OF OTHER ELDERLY
Image of ’’Most People 
Over 65" Held by Public 
65 and Over
1 . Very friendly and warm 25%
2. Very wise from experience 56%
3. Very bright and alert 33%
4. Very open-minded and 
adaptable 34%
5. Very physically active 43%
6. Very good at getting 
things done 38%
7. Very sexually active 6%
Source: Harris and Associates, The Myth and Reality of 
Aging in America, 1975 National Council on the 
Aging, Inc., p. 48.
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Sometimes he becomes an intensification of 
himself, a caricature of a lifelong personality. 
He becomes irritable and cantankerous, yet 
shallow and enfeabled. He lives in the past; 
he is behind the time. He is aimless and 
wandering of mind, reminiscing and garrulous. 
Indeed, he is a study in decline, the picture 
of mental and physical failure.
It has been found that such negative views of the elderly 
carry over into the area of humor. In studies of jokes 
(Palmore, 1971) and cartoons (Smith, 1979) about the elderly 
it was found that where there was a negative portrayal of 
the elderly it was based upon fallacious situations and 
degrading roles. Richman (1977) did an interesting study 
involving jokes about elderly and children. Where children 
were not depicted negatively in 160 collected jokes, the 
elderly were predominantly cast negative in 100 jokes.
Tibbits (1979) suggested that the stereotypes were not as 
bad as they were 30 to 40 years ago, and felt a sense of 
optimism for the future. He pointed out, however, that a 
transformation to a positive image of the elderly would take 
many years. Marketers can contribute to such a transformation 
in their portrayal of the elderly in promotional messages. 
Messages which portray the elderly with dignity and respect 
not only will contribute to an improved self-image for the 
elderly, but will help to improve the image of the elderly 
to the public as a whole.
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Education
The education level for the elderly as a group is below 
that of the remaining adult population. Table II-6 indicates 
the difference in median years of schooling for the elderly, 
and the 25 and over adult population. This data from the 
Census Bureau indicates that the differences which do exist 
will begin to diminish. Even though today's elderly are 
slightly deficient in total numbers of years in school, the 
quality of education acquired in their youth might be compar­
able with respect to education basics.
Because education is an important factor in the con­
sumer socialization process--the process by which consumer- 
related skills, knowledge, and attitudes are acquired--we 
might anticipate that the elderly are not as skillful at 
being consumers as their younger cohorts (Ward, 1974) . In 
a study comparing elderly consumers to a group under 65 it 
was found that the elderly employed fewer information sources 
when making major purchase decisions (Univ. of Pittsburgh, 1978). 
Because marketers have no way of correcting an educational 
deficiency they need other avenues of improving consumer 
decision-making by the elderly. Several factors were given 
in the Pittsburgh study which contribute to the elderly's 
underutilization of information sources: reduced number 
of social contacts, physical inability to access information, 
and a general lack of availability of information sources.
This would suggest that if marketers can improve their system 
of information delivery to the elderly they will be performing
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TABLE II-6
EDUCATION COMPARISONS OF ELDERLY 
VS. REMAINING ADULT POPULATION
Median School Years Completed
Year 65+ 25+ Differences
1952 8.2 10.1 1 .9
1959 8.3 11 .0 2.7
1965 8.5 11 .8 3.3
1970 8.7 12.2 3.5
1975 9.0 12.3 3.3
1980 9.7 12.4 2.7
1985 10.9 12.5 1.6
1990 11 .9 12.6 .7
Source: Adapted from U.S. Bureau of the Census, Current
Population Reports, Series P-23, No. 59, 
"Demographic Aspects of Aging and the Older 
Population in the United States" prepared 
by J.S. Siegal, Washington D.C.: U.S. 
Government Printing Office, 1976. Table 6-4.
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a needed service to elderly consumers as well as promoting 
their own cause.
BIOLOGICAL CHARACTERISTICS
Another stereotype which must be removed about the 
elderly is the notion that most elderly are living in nursing 
homes or other institutions. Though the body is in an ad­
vancing state of decline for the elderly only five percent 
are institutionalized, and the average age of admission is 
eighty years (U.S. News and World Report, Sept. 1, 1980, 
p. 50). Therefore, even though the elderly do not live lives 
that are as vigorous as younger cohorts, they are not bed­
ridden or otherwise relatively confined. Today's elderly 
have life-styles which are more active than past seniors, 
and with advances in medicine are living longer, more pro­
ductive lives. We will look at some specifics of the longer 
life-expectancies of today's elderly, and the aging body.
Life Expectancy
In the last nine years life expectancies have increased 
an unprecedented 11.6 percent (Wall Street Journal, Oct. 25, 
1979, p. 1). This sudden increase was not anticipated by any 
of the experts in the field of mortality rates. An individ­
ual who reaches age 65 today can expect to live an addi­
tional 13.9 years of male, and 18.3 years if female. One of 
the most significant contributors to this phenomenon is the 
health care system. Advances in medical technology have 
significantly reduced the death rate attributable to heart 
disease, influenza, and pneumonia. The delivery of this
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health care system has contributed to earlier detection of 
health problems and more effective treatment
Another aspect of the increased lifespans of America's 
elderly is their lifestyles. Reduced smoking, greater atten­
tion to eating habits, and more active living are contributing 
to longer living. It also means that when age 65 is reached 
individuals are more likely to continue an active style of 
living. The fact that this is what is taking place has led 
to a new classification system of the elderly--the "young 
old," and the "old old." The point of demarcation for the 
latter category is 75 years and older. By the year 2000, 
when there are expected to be 1.4 million Americans 85 years 
of age or older, we may have to create an additional category 
of aged. We can anticipate that as the current group of 
people in their 40's and 50's move into the over-65 set that 
the styles of living will demonstrate even greater activity 
and vigor. Accordingly, the scope of the goods and services 
for which they may be potential users should increase.
The Aging Body
Although the nation's elderly are living longer and 
more vigorous lives, reaching the age of 65 suggests that the 
human body is deteriorating. Although biological age is closely 
related to chronological age, it is not a one-to-one relationship. 
Deterioration of the body varies with individuals as well as 
the manner in which it is manifested. Some may experience a 
weakening in their eyesight while for others it is a weakening 
of hearing. Medical research has found that bodily organs
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age differently, and in no predictable manner (Wall Street 
Journal, Oct. 25, 1979, p. 14).
Another general tendency displayed is that the physical 
shape of the body changes with age. Tate and Glissan (1961) 
have found that the older one gets the shorter one becomes. 
Kleemeir (1959) reported that bodily weight distribution 
changed among the aged, with much of the change locating in 
the trunk area and less in the extremities.
Weakening of muscle tissue is another form of bio­
logical deterioration. The performance of relatively simple 
physical tasks becomes more of a chore. A decline in the 
ability to process information also occurs. This does not 
mean intelligence declines, rather there is a reduced ability 
by the nervous system to process incoming information at a 
rate that one was formerly accustomed (Eisdorfer, 1963) .
An unfortunate byproduct of this condition is that some con­
fuse it with senility. While there are aids for reducing 
the impact of the previously mentioned bodily deteriorations-- 
stronger lenses for glasses, hearing aids, canes, walkers, 
wheelchairs, etc.--none exists for declining ability to pro­
cess information. A general effect of bodily deterioration 
for the elderly is a reduced life space. Distances traveled 
are reduced as well as the frequency of trips. Aging 
specialists refer to this effect as downward mobility.
As the foregoing discussion indicates we are adding 
more years to the lives of elderly citizens, but what about
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the quality of those years? Many parts of society are needed 
to contribute to an improvement in the quality of senior 
citizens, and this includes marketers. With this in mind 
three implications stand out for marketers. The first is 
that promotional messages will have to consider an audience 
which potentially may not be able adequately to see, hear, 
or understand the message. This might suggest that ambigu­
ous situations be removed from marketer messages, the pace 
of the message be reduced, larger print used, etc. A 
second implication for a marketer is consideration of the 
physical ability of the elderly to use the product, given 
bodily deterioration. This suggests modification of pro­
ducts, or creating new ones, to meet the unique needs of 
elderly consumers. A final implication is contained in 
Kotler’s (1980) definition of marketing--the need to facili­
tate exchange processes. As the elderly become increasingly 
limited in their ability to shop for products they need, it 
will be necessary for marketers to devise a system which 
either delivers goods to the elderly, or delivers the 
elderly to the marketplace.
POPULATION GROWTH
As indicated in Chapter I there has been a significant 
increase in the number and proportion of elderly in the 
population of the United States. Table II-7 shows the 
decennial population count of the elderly since 1900. From 


















1980 (est.) 24.9 11.2
Source: United States Bureau of the Census, Current
Population Report, Series P-23, No. 59, 
"Demographic Aspects of Aging and the Older 
Population in the United States," prepared 
by Jacob S. Siegal, Washington D.C.: U.S. 
Government Printing Office, 1976, Tables 2-1 
and 2-4.
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account: for a current estimated 11.2% of the total. Three 
reasons can be cited for this result: (1) health care system 
which provides medical advances and health care delivery;
(2) healthier living styles that include exercise, good 
nutrition, and avoidance of habits such as smoking; and (3) 
a slowing of the birthrate in this country. These events 
have pushed up the average life expectancy in this country 
to 73 years of age (Wall Street Journal, Oct. 25, 1979, p. 14). 
If you are currently 65 years of age, however, your life 
expectancy is 13.9 years for males and 18.3 years for females, 
or 78.9 and 83.3 years, respectively. Thus, there are not 
only more older Americans, they are living longer lives.
The extended life expectancies of Americans reveal 
unusual population changes among the elderly. By breaking 
down the over-65 population into three groups--65-74, 75-84, 
and 85 plus--it is evident that there has been a dramatic 
increase in the very old. Table II-8 demonstrates the extent 
of shifts in size of these age segments among the elderly. 
Those in the field of health care marketing should take note 
of these facts and anticipate the future needs of substantial 
numbers of elderly citizens. The increase suggests that all 
marketers need to be aware of this group's growing size and 
requirements.
GEOGRAPHIC DISTRIBUTION
Currently the elderly are not evenly distributed 
throughout the country, nor will they be in the future 
(Galant, 1975). Contributing to this uneven distribution
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TABLE II-8
NUMBER AND PERCENTAGE COMPOSITION
OF ELDERLY POPULATION
Ages Ages Ages


























From 1960 +41.8% +51.1% +144.4%
Source: United States Bureau of the Census, Current
Population Report, Series P-23, No. 59, 
"Demographic Aspects of Aging and the Older 
Population in the United States," prepared by 
Jacob S. Siegal, Washington D.C.: U.S. 
Government Printing Office, 1976, Tables 2-1, 
2-2, and 2-5.
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is the mobility of the younger elderly (less than 75) 
population. For the population as a whole one person in 
twelve crossed state lines in the period 1965-70 in this 
country (Biggar, et al, 1980). The impact of the mobility 
of younger cohorts is that they leave behind the less mobile-- 
who are frequently the elderly.
Also contributing to the uneven distribution of the 
elderly are certain numbers of their own age group. Although 
the mobility rate for the elderly is half that of the general 
population, 28% of all Americans aged 65 and over changed 
residence at least once in the period 1965-70 (Flynn, et 
al, 1979).
The numbers of mobile elderly are only part of the 
explanation for their uneven distribution in this country-- 
their destination is the other part of the story. The pre­
dominant destination of elderly interstate movers are non­
metropolitan counties (Longino, 1980). With such large 
numbers of elderly moving to low population rural areas of 
the country they often become a dominant age group within 
that vicinity. An example of this phenomenon is occuring 
in the northern tier of counties in the state of Arkansas. 
The four counties in this state with the largest proportion 
of elderly--Baxter, Marion, Sharp, and Carrol--were among 
the state's leaders in immigration (Industrial Research and 
Extension Center, 1973). Biggar (1980), a researcher in 
elderly migration, reported that these migrants to Arkansas 
originate predominantly from Illinois, Oklahoma, and Texas.
49
Of these elderly who migrate across state lines, 58% 
of them settled in 15 Sunbelt states (Biggar, 1980). Table 
II-9 provides a list of these states and their respective 
share of interstate elderly migrants. Seventy percent of 
the elderly which moved to the Sunbelt came from states other 
than the 15 in the list. Motivations for such a move are 
two-fold; (1) a desire to seek out locales with warmer 
climates and recreational opportunities (Longino, 1980); 
and (2) a desire to escape the problems associated with city 
life such as crime, poverty, racial conflict, and environmental 
pollution. While many elderly, no doubt, would like to leave 
the cities of the North for the amenities available in the 
Sunbelt, such an opportunity is not open to all. Consequently, 
the elderly that do migrate to the Sunbelt are from upper- 
income backgrounds, possess high educational levels, tend 
to be married, and are generally "younger" elderly (Biggar, 1980).
The migration of relatively affluent elderly to the 
Sunbelt proves to be a boom to the area, and a loss to the 
states of their origin. Because they are usually retired 
these migrants do not create a strain on local job market. 
Instead they tend to add Job opportunities for the local 
economies through their retail purchases and housing requirements. 
Because these migrants are younger elderly who are active and 
affluent, they tend not to be a drain upon the local social, 
medical, and welfare services of the community because 




TO SUNBELT STATES, 1965-70
State Rank









North Carolina 8 1.6
Georgia 9 1 .5
Oklahoma 10 1 .4
Alabama 11 1.1
New Mexico 12 .9




Sources Biggar, J.C., "Reassessing Elderly Sunbelt 
Migration," Research on Aging. Vol 2, No. 2, 
June 1980, pp. 177-180.
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elderly population. Hence, Sunbelt states receive bonus aid 
due to the presence of elderly migrants, and offer a wider 
range of services to those elderly in need of help within 
their borders.
As these migration patterns continue, opportunities 
to serve the needs of elderly migrants will abound. Planned 
retirement communities will likely receive a positive recep­
tion from Sunbelt-seeking elderly along with new retail and 
recreational services and leisure-time activities. Those 
marketers who best understand elderly migrants as consumers 
will be able to capitalize on this growing market.
A MARKETING PERSPECTIVE OF THE ELDERLY
Where the foregoing section provided a broader per­
spective of the elderly, this section focuses upon the elderly 
from a marketing viewpoint. This presentation will review 
findings from the marketing literature in the manner a 
marketer would conceptualize a marketing strategy: know 
about the target market and the sensitivity of this market 
to the variables in the marketing mix. Thus, the following 











Reinecke (1964) was one of the first to address the 
question of whether the elderly was a viable market target. 
His conclusion, based on data collected from government sources, 
was that the combination of low income and low population of 
the elderly precluded them from being a special target of 
marketers. He further noted that the expenditure patterns 
of older consumers duplicated that of younger consumers. 
Goldstein (1968) compared expenditure patterns and income 
levels for the years 1950 and 1960 and reached the same con­
clusion as Reinecke--too little income and too few elderly. 
His prediction was that if current trends persisted, the aged 
would "continue as a relatively unimportant segment of the 
consumer market" (1968, p. 68).
Contrasted with this rather bleak assessment were the 
results of a study conducted by Bellanger, et al (1977) who 
found that 74% of the key food retailing executives surveyed 
either agreed, or strongly agreed, that the elderly market 
would be a profitable segment to seek in the 1980’s. This 
raises the question of what transpired in the intervening 
time period of nine years that the elderly would change from 
a market segment to ignore to one to seek?
Two facts emerged which countered previous arguments 
made by Reinecke and Goldstein. First, the number of elderly 
citizens increased rather suddenly beginning about 1973. The 
death rate in the 1970's fell 14% for those over 65, with
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the peak year for deaths occuring in 1973 (Wall Street Journal, 
Oct. 25, 1979, p. 1). More people than ever were reaching 
age 65, and were reaching that age with unparalled health 
and vigor. This fact took on added significance when the 
slowing birth rate was considered. The result was an increase 
in the absolute numbers of elderly as well as an increase in 
their proportion of the population.
The second fact to be recognized regarding the elderly 
is their income. Within the past decade citizens have entered 
retirement with unprecedented pension and Social Security 
benefits. Not only is the base level of these benefits 
dramatically higher than in decades past, there have been 
adjustments for inflation in Social Security payments. An 
equally important "raise" in elderly incomes occured with 
Tongren’s (1978) research which concluded that the purchasing 
power of elderly incomes are not equivalent to younger incomes, 
due to special considerations unique to the elderly. This 
knowledge has the effect of raising the true purchasing power 
of the elderly by as much as 30% in the eyes of marketers. 
Suddenly there are many elderly with incomes heretofore un­
known and the result has been that several marketers and 
marketing researchers have awakened their interests to the 
elderly consumer market.
Cravens (1972) pointed out that the nominal purchasing 
power of the elderly exceeded $60 billion and that marketers 
were remiss to neglect the needs of such a sizable market.
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Loudon (1976) reiterated this point, but stated that it was 
essential for marketers to tailor unique marketing mixes 
for this market rather than relying upon an undifferentialed 
approach which covered all age groups. An assumption Loudon 
made was that the elderly represented a homogeneous market 
segment and while this may be a valid assumption, Loudon 
offered no basis for reaching this conclusion. It seems 
improbable, however, that a segment can be defined simply 
on the basis of age. Other researchers have addressed this 
questions if the target market is defined as the elderly, 
are there segments within this group, or are they relatively 
homogeneous ?
Segmentation
Gelb’s (1978) research indicated that the elderly are 
not homogeneous, and strategies designed under that assump­
tion are useless. Unfortunately, she did not offer any 
conclusion regarding what segments may exist. Instead, she 
suggested that marketers should let seniors know they are 
appreciated as a consumer. The reasoning offered was that 
if you can improve the self-esteem of the elderly the store 
loyalty will be improved.
Samli and Lederhaus (1976) also concluded that mar­
keters must attempt to reach the elderly through a segmenta­
tion approach. Regrettably, they offered no hint as to what 
these segments were, nor offered any suggestion for future 
researchable hypotheses. They did point out that the elderly 
represented an untapped market.
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In a rather ironic twist, Goldstein (1966)--who re­
garded the elderly as an unimportant market target in another 
publication--examined urban and rural groups of elderly to 
determine if differential consumption patterns existed. He 
found that urban elderly exhibited much higher levels of 
consumer spending. The only difficulty with this assessment 
was that incomes of urban aged were also much higher. Because 
Goldstein did not examine consumption differences across groups 
while controlling for income it was not possible to conclude 
that residential setting alone had any meaningful impact.
The only research effort with the stated intention 
of examining the elderly to detect segments among this group 
was that of Fela (1977)--an unpublished dissertation. Fela 
used psychographic profiling as a basis for deriving segments 
and obtained a three-group solution as follows:
I. "Traditionalists" (53.3% of sample)--conser­
vative in nature, resistant to change, avoid 
risk, homebodies.
A. Activities --reading, yardwork, watching 
television, reading newspaper.
B. TV Shows--"Lawrence Welk," "All in the Family," 
"60 Minutes," "Mary Tyler Moore,” "Mike 
Douglas."
C. Magazines preferred--Readers Digest, 
Time, National Geographic, McCalls.
D. Market Behavior--intense brand loyalty, 
however, more likely than other aged to 
try new products, store loyal only for 
drug purchases.
II. "Outgoers" (23.1% of sample)--devote time and 
energy to philanthropic causes, very cultured, 
liberal in views.
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A. Activities--community and social involve­
ment, reading, television viewing.
B. TV Shows--"Lawrence Welk," "All in the 
Family," "60 Minutes."
C. Magazines preferred--Readers Digest, Time, 
National Geographic, U.S. News and World 
Report.
D. Market Behavior--do not try new brands, 
store loyal only for drug purchases.
III. "Isolationists" (23.4% of sample)--nonsocial, 
nonparticipants in community affairs, only 
one-third are members of senior clubs, 
less educated, less income, less religious.
A. Activities--television watching.
B. TV Shows--"Lawrence Welk," "All in the 
Family," "Mike Douglas," "The Waltons," 
"Police Woman."
C. Magazines preferred--Readers Digest, 
National Geographic, Time, Better 
Homes and Gardens.
D. Market Behavior--not new brand triers, 
store loyal only for drug purchases.
While these three groups seem to be quite different 
in their character description, there does not appear to be 
any great differences in other respects that marketers might 
find useful. Promotion mediums such as television and 
magazines revealed little difference regardless of the group. 
All were relatively brand loyal, and none were store loyal-- 
except for drug stores. As for purchase behavior, Fela 
examined 33 food and non-prescription drug purchases and 
found only three to be significant for his derived segments-- 
cold remedies, food packaged without salt, and candy. In 
transportation related matters only one variable emerged 
as significant--securing transportation. This variable 
seemed pertinent primarily for the "isolationists."
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Fela’s study indicated that what others have been 
saying is essentially true--the elderly are not a homoge­
neous group. Though the derived groups are indeed hetero­
geneous with respect to lifestyle orientations, there is very 
little difference in marketing-related behavior. Greater 
variability might have been generated if Fela had devoted 
attention to how these elderly spent their income on dis­
cretionary items rather than on necessities such as food 
items. These results did indicate, however, that food 
marketers can expect to find the elderly through such pro­
motion mediums as Readers Digest and "Lawrence Welk," and 
can expect high brand loyalty. Beyond this these psycho­
graphic-derived segments demonstrated little variation in 
their purchase behavior and sensitivity to marketing variables. 
Consequently, it is difficult to envision usage of this 
segmentation solution.
Consumer Behavior
The study by Fela suggested that the elderly were, for 
the most part, not an innovative group. In a study to deter­
mine differences between earlier adopters of products and 
laggards (the last to adopt), Uhl, et al (1970) arrived at 
a similar conclusion. This research showed that the best 
discriminators between earlier adopters and laggards were 
the following:
1. Small family size--the laggards were 
smaller in family size.
2. Stage in the family life cycle--the laggards 
were in the advanced stages.
3. Age--laggards were older.
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All three variables are strongly age related. The 
elderly generally have small family sizes. An advanced 
family life-cycle stage implies age.
The product category that was used in Uhl’s study was 
the same as Fela's, food items and the conclusions of both 
researchers were consistent.
One of the components of innovativeness is perceived 
risk (Rogers and Shoemaker, 1971). Schiffman (1972a) examined 
this variable using only a single food product--a salt 
substitute. He found that the elderly possessed high levels 
of perceived risk in terms of perceived taste deficiencies 
and potential health hazards. The higher the level of per­
ceived risk the less likely a subject was to purchase the 
salt substitute. Somewhat surprising, however, was the 
revelation that the same result was found among a sample 
of younger housewives --that the elderly are no less innova­
tive than other age groups. It is difficult to generalize 
to such a conclusion on the basis of a single study for a 
single product but Uhl, et al used sixteen food products 
(the products were not revealed), while Fela used more than 
thirty.
Another study which examined the issue of perceived 
risk and new product (prescribed generic drugs) trial was 
that of Bearden, et al (1979). Subjects included elderly 
and non-elderly. They found that the elderly possessed 
higher levels of perceived risk than did the younger group.
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The major contribution component in the high level of risk 
held by the elderly group was concern for financial loss.
Michman, et al (1979) examined new-product-adoption 
behavior for a non-prescription drug product--cold remedies. 
A convenience sample of elderly subjects was employed. 
Consistent with Fela’s results, most of the subjects in 
this sample indicated they had a close relationship with 
their druggist. For the products examined, it was found 
that 98 of 100 subjects were aware of the new cold remedies. 
In terms of creating awareness marketers were successful 
but, in terms of adoption, marketers were less successful 
because only nine of the 100 subjects had purchased a new 
cold remedy in the previous three months. Ninety-two re­
spondents indicated they preferred to wait until others tried 
the new cold remedy before using it. Over time word-of-mouth 
communication might result in greater adoption of the new 
product. A definite avenue open to marketers to speed the 
rate of adoption appears to be the druggist. If his confi­
dence can be gained he would be a useful channel for marketers 
to reach the elderly drug consumer.
Weisenberger and Giese (1979) examined adoption pat­
terns of elderly and non-elderly groups for five new products-- 
frozen bread dough, low calorie beer, in-dryer fabric soft­
eners, solid air freshener, and non-aspirin pain relievers. 
Table II-10 shows the results. Without question the younger 
group adopted the low-calorie beer sooner than the elderly
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TABLE II-10








use 39 47 42 34 x2=3.22
Dough don’t
use
44 53 83 66 p < 0.07
Low
Calorie
use 16 19 7 6 x 2=8.15
Beer don't 
use
67 81 118 95 p < 0.005
In-dryer 
Fabric
use 46 55 60 48 x 2=0.82
Softeners don't
use
37 45 65 52 p<0.37
Solid
Air
use 50 60 71 57 x 2=0.12
Freshener don't 
use
37 45 65 52 p<0.73
Non-aspirin
Pain
use 49 59 56 45 x 2=3.49
Relievers don’t 
use
34 41 69 55 p<0.06
Source: Weisenberger and Giese, "Are the ’Elderly’
Different? A Study of the Consumption of 
Selected New Products,” Proceedings: 
Southern Marketing Association, 1979, 
pp. 83-86.
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sample. Because the older group was found to be much more 
regular in church attendance (significance p<0.002) it was 
doubtful that the differential rates of adoption for the 
beer were especially meaningful. The results for the fabric 
softener and air freshener revealed no significant difference 
in adoption patterns. The authors suggested that the results 
for the frozen bread dough and non-aspirin pain relievers 
were marginal in statistical significance. This evidence 
suggested that it was not possible to categorically declare 
elderly consumers to be laggards in terms of new product 
adoption. The authors cautioned, however, that these results 
did not suggest that buying motivations were the same for 
both groups. The older consumer appeared to be more concerned 
about derived "value" than did the younger consumer. The 
younger consumer was more concerned about what was fashionable. 
Thus, persuading the elderly consumer to try new products 
required different message content.
Another issue of innovativeness among the elderly is 
that of social interaction. Schiffman (1972b) found that 
those who were higher in number of social interactions were: 
more likely to be innovative, more exposed to mass media, 
more involved in other forms of social interaction. Among 
the high interaction group it was found that 89% of them were 
in close physical proximity, and were more likely to be 
widowed rather than married. Furthermore, because of the 
setting--a low-income apartment building in Queens, New York City--
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it was not appropriate to generalize these results. Never­
theless, it suggested that those elderly who were socially 
integrated were more likely to be earlier adopters of new 
products than social isolates.
Another issue that concerns marketers is the shopping 
behavior of the elderly consumer, and whether their behavior 
differs from that of younger consumers. Using women's apparel 
as the product of interest, Martin (1976) conducted a study 
to determine if differences did exist. Table II-11 lists 
eleven variables and the respective responses of the different 
age groups to their most recent personal apparel purchase. 
These findings indicated major differences among the groups. 
Variable one and eight indicated the elderly had greater 
reliance upon promotional messages. Interestingly, even 
though the elderly shopper used the media more, apparently 
it was not for keeping up-to-date on fashion, as evidenced 
by variable eleven. The elderly fashion shopper is less 
likely to be up-to-date on fashion because the pages of 
Seventeen, Vogue, or Harper's Bazaar do not devote much 
attention to fashion for the elderly women. This suggests 
that the interest in fashion by elderly women is diminished 
partly out of a lack of informational sources tailored to 
their unique needs.
Variable two in Table II-11 indicated that older women 
were more likely to rely upon in-store personnel as an impor­













1 . Used newspaper advertis­
ing often for buying 
guidance 60.8 69.5 80.3
2. Sales clerk helpful on 
style and fit 38.5 70.0 78.9
3. Bought garment in 
specialty boutique 18.9 4.3 1.2
4. Bought a dress 17.6 48.7 63.4
5. Shopped for garment in a 
specialty boutique 21 .6 6.1 1.2
6 . Enjoy shopping for own 
clothes 98.6 76.6 86.3
7. Shopped in a total of two 
of fewer stores 32.4 46.8 69.0
8. Mass media provided helpful
74.0purchase information 50.0 64.4
9. Shopped only one store on 
day of purchase 33.8 38.2 51 .4
10. Upper price limit 91 .9 69.0 67.1
11 . Keep up to date on 
fashion 91.9 75.5 66.7
Sources Marrin, Claude R., "A Transgenerational Comparison-- 
The Elderly Fashion Consumer," Proceedings: 
American Marketing Association, Spring 1976.
pp.453-456.
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Furthermore, older women were much less inclined to shop 
boutiques, as indicated by variables three and five. 
Variables seven and nine indicated that the elderly 
women did not engage in much comparison shopping. The 
combination of these findings suggests opportunity for 
department stores to alert their sales personnel to the 
needs of the elderly fashion shopper in order to heighten 
the opportunity to make a sale. The sale will most likely 
be an expensive item as weIl, as evidenced by variable four.
A study similar to Martin's transgenerational 
approach was conducted by Glisan and Kiser (1979), except 
they studied food shopping behavior. They found that the 
elderly had a greater concern for quality than younger 
shoppers, they they were high users of newspaper advertise­
ments as an informational source (though no higher than 
younger shoppers), and that they were the highest users 
of labels as an in-store source of information. They also 
displayed the least store loyalty--consistent with Fela's 
findings. Finally, the elderly were the least innovative 
among the age groups--consistent with Fela and Uhl, et al.
MARKETING MIX
We will now turn our attention to the sensitiveness 
of the elderly to the variables in the marketing mix--price, 
promotion, place, and product.
Price
Because of the persistence of the myth that the el­
derly are poor, there has been an overwhelming use of price
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as the key marketing mix variable to attract elderly patronage. 
Based upon the findings of several researchers there appears 
to be considerable reason to question the validity of this 
conclusion.
Bernhadt and Kinnear (1975) found, in a study encom­
passing all age groups, that the elderly were the least likely 
to patronize discount stores. Conversely, the elderly were 
more likely to shop at downtown department stores and pay 
the higher prices of these establishments. This should not 
be totally surprising because Martin noted that the elderly 
rely heavily upon store personnel--personnel available at 
department stores, but not at discount stores.
Bearden, et al (1979) also found that elderly subjects 
were more willing than younger consumers to pay higher prices 
for drug purchases. In this instance such willingness to 
pay higher prices appeared to be a function of their desire 
to avoid high levels of perceived risk associated with generic 
drug purchases.
Glisan and Kiser (1979) found that in shopping for 
food, the elderly were no more price sensitive than other 
age groups.
Gelb (1978) asked elderly subjects if they would be 
willing to pay higher prices in order to shop in a store 
that actively sought the patronage of senior consumers. 
Fifty-six percent agreed somewhat or strongly with the 
statement that they would pay higher prices just to be able
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to shop in a store that actively sought business from elderly 
consumers. Over half of the respondents were willing to pay 
a premium in price Just to be the object of a marketer's 
attention! Gelb also found that only one-third of the 
subjects bought in quantity to effect price savings.
Price sensitivity was examined by Martin (1976). 
He found that the elderly fashion shopper was less likely 
than her cohorts to have an upper price limit (Table II-11). 
This suggested less concern with price than younger shoppers.
Weisenberger and Giese (1979) reported that older 
shoppers were more likely to be "bargain hunters." The term 
"bargain hunter," may imply to some that buyers are seeking 
to optimize value in their purchases. Value, in turn, implies 
an interaction of price and quality. Consequently, there 
is doubt whether it is possible to accept this finding as 
evidence of greater price sensitivity among elderly shoppers. 
Comparability with other data was reduced also insomuch as 
the older subjects were 50 years and over rather than using 
a higher age of 60 or 65, as is the custom.
In summary, the elderly do not seem to be any more 
sensitive to price than other age groups and it is doubtful 
that age is of much use as a predictor of price sensitivity. 
Findings also suggest that the elderly may be willing to pay 
higher prices than younger groups in order to obtain services 
demanded, or to avoid certain perceived risks. If a marketer 
provides for elderly needs otherwise, the evidence suggests 
that the elderly are willing to pay for superior services.
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Promotion
Promotion can be dichotomized into two forms--personal 
and nonpersonal. Personal promotion encompasses personal 
selling and sales promotion. Nonpersonal selling is mass 
selling (or advertising) and publicity (or public relations). 
Previous sections of this chapter have indicated the sensi­
tivity of the elderly to personal selling. The elderly appeared 
to seek out sales personnel and used them as an influencer 
in decision-making. This section will focus upon the elderly's 
use of nonpersonal sources of information, and because of an 
absence of research into publicity’s effect upon the elderly, 
only upon mass selling.
A major transgenerational study selected subjects at 
random all across the nation to examine information used prior 
to a major purchase decision (University of Pittsburgh, 1978). 
The elderly used fewer information sources than younger 
consumers. This finding was attributed to reduced number 
of social contacts, physical inability to access information, 
and lack of sources of information.
An essential element that the Pittsburgh study did 
not account for was experience. Schiffman (1971) found that 
a life’s worth of accumulated consumer experiences contributed 
to both generalized and specific understanding of consumer 
needs and problems. Consequently his subjects indicated a 
greater reliance upon experience and less upon external 
messages .
Several studies have found that the elderly used 
television, newspapers, and radio extensively (Samli and
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Palubinskas, 1972; Bernhardt and Kinnear, 1975; Wiesenberger 
and Giese, 1979; Graney and Graney, 1974; Schramm, 1969).
With such heavy exposure to these media it is important to 
determine the perceived credibility of the promotional messages 
of marketers. French and Crask (1978) found that 72% of their 
respondents said that media advertisements were an important 
source of information for them. These researchers classified 
their elderly subjects into "active" and "passive" groups 
using a self-selection procedure. Two-thirds considered 
themselves actives and the remainder passives. Of the actives, 
seventy-five percent believed that advertisements were truth­
ful, while only 43% of the passive thought so. The study 
correlated Schiffman's (1972b) earlier findings that socially 
integrated elderly were more likely to be innovative than 
social isolates.
The lack of consumer knowledge by the elderly cannot 
always be blamed upon the underutilization on information, 
or in the credibleness of the information. Wong, et al (1978) 
found that it may be the marketer who has failed adequately 
to communicate to the elderly. They studied elderly awareness 
of banking services offered by a local bank. Table II-12 
summarizes the awareness levels of the respondents for the 
services examined. Only free checking achieved high aware­
ness levels (100%). This finding clearly indicated that it 
is incomplete marketing to design the product the target market 
needs, and then fail to inform them about it.
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TABLE II-12
DISTRIBUTION OF RESPONSES BY ELDERLY CONSUMERS





Free Checking Accounts 100%
Direct Deposit of Social 
Security Payments 49%
Direct Deposit of Pension 
Payments 4%
Free Notarizing 2%
Special Discounts (Traveler’s 
checks, safety deposit boxes) 2%
Source: Wong, et al., "Insights into the Banking
Activities of the Elderly," Proceedings: 
Southern Marketing Association, 1978. 
p. 356.
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Another way in which marketers deliver information 
to consumers is in the store while shopping. Bearden and 
Mason (1979) examined the elderly’s use of three types of 
in-store information: open-code dating, nutritional labeling, 
and unit pricing. After obtaining their data they performed 
tests of statistical significance against results of a general 
sample reported by Progressive Grocer in November, 1976.
Table II-13 illustrates the results of this comparison. The 
elderly were significantly less familiar with all three types 
of information than the general sample. Of those in both 
samples who were familiar with open-code dating and unit pricing, 
the elderly were less likely to find them essential for shopping 
or use the information frequently. Only for nutritional label­
ing was there not a significant difference between elderly and 
the general sample. Nutritional information appeared to be 
more valued by the elderly than pricing and dating information. 
Given that earlier reported findings suggested that price is 
not as crucial to the elderly as we may have believed, then 
the result regarding pricing information was not altogether 
surprising. The desire for nutritional information appeared 
to be consistent with other findings that reported elderly 
concern for quality and value.
To summarize, the elderly used television, newspapers, 
and radio as important sources of information. The content 
of the successful message focused upon the qualities contained 
in the product and value derived. Finally, in-store personnel 
counseled elderly shoppers with good results.
TABLE II-13
ELDERLY VS. YOUNG USE OF IN-STORE INFORMATION








Very 94.0 31.9** 57.0 30.0** 62.0 35.5**
Somewhat 6.0 33.6 38.0 33.6 26.0 24.5
Not al all 34.5 5.0 36.4 12.0 40.0
Usefulnessc
Essential 75.0 19.4** 28.0 22.5 41.0 21.2**
Very useful 21 .0 56.9 36.0 45.1 38.0 48.5
Somewhat 4.0 19.4 28.0 26.8 15.0 25.8
Not at all 4.2 8.0 5.6 6.0 4.6
Usage
Frequent 94.0 62.5** 51.0 51.4 70.0 57.6*
Occasional 6.0 32.8 35.0 32.9 19.0 31.8
Seldom (never) - - 5.6 14.0 15.7 11.0 10.6
**p .01
*p . 10
an = 2,334 (national sample taken by Progressive Grocer and reported in November 1976). 
bn = 110 elderly shoppers
cUsefulness and usage percentage based on only those reporting some familiarity with 
each shopping aid.
Source: Bearden, W.O. and J.B. Mason, "Elderly Use of In-Store Information
Sources and Dimensions of Product Satisfaction/Dissatisfaction," 
Journal of Retailing, 55 (Spring 1979), p. 84. 71
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Place
Store location often becomes an important choice criteria 
for the consumer. Research indicated, however that many re­
tailers are making place decisions that discouraged patronage 
by elderly consumers. Reinecke (1975) reported that more and 
more retail stores were designed to serve those who arrived 
and left by automobile. Gelb’s (1978) study found that 40% 
of elderly respondents did not own an automobile; and Samli 
and Palubinskas (1972) found that 55.1% of elderly respondents 
used public transportation. Store choice alternatives for 
the elderly consumer are severely limited. This might also 
explain Berhardt and Kinnear's (1975) finding regarding the 
elderly’s patronage of downtown department stores and avoid­
ance of discount stores (which typically are designed to serve 
shoppers with autos).
A solution to this problem is store location which 
is convenient to public transportation. Gelb (1978) reported 
that elderly respondents indicated that proximity to public 
transportation was critical even though 60% owned an automobile. 
Home delivery appeared not to be a favored solution among 
elderly (Mason and Smith, 1974), nor did catalogue shopping 
(Gillett, 1976).
Another solution to providing the elderly with shopping 
alternatives is to locate the store where the elderly reside. 
The problem that may arise with such a decision is that mar­
keters may locate so that they are fairly proximate to the 
more affluent elderly, and ignore the needs of the less 
affluent (Sherman and Brittan, 1973). The less affluent
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elderly typically live in the metropolitan areas. For basic 
necessity items such as food, the only alternative for these 
urban elderly are neighborhood and convenience-type food 
stores which have higher prices and reduced selection vis- 
a-vis supermarkets. A recent exception to this was reported 
in Tulsa, Oklahoma where an individual was developing an 21,000 
square-foot discount food store to be located in an urban 
area populated by many elderly (Tulsa World, Oct. 26, 1980 
Sec G, p. 1).
Product
The evidence of Weisenberger and Geise (1979) suggested 
that the elderly need and use products that are available to 
everyone else. Gelb (1978) found that due to high home owner­
ship incidence among the elderly, they provide an excellent 
market for such services as home fertilizer spray, remodeling, 
and landscaping.
Samli and Palubinskas (1972) reported that due to 
large amounts of leisure time, the elderly spent a consider­
able proportion of their income in pursuit of products to 
occupy themselves. Migration patterns of the elderly pro­
vided opportunities to develop and market residential com­
munities to serve elderly migrants to the Sunbelt. Samli 
and Palubinskas (1972) found that there was a very strong 
preference to own an apartment among elderly citizens, even 
though that was not their current mode of living.
The need for a wide variety of products existed among
the elderly. Often their needs were similar to other consumers; 
at other times a unique product was needed.
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SUMMARY
The preceding discussion presented research findings 
from the marketing literature which focused upon the elderly 
consumer. Unfortunately the amount of such literature was 
sparse. Also, somewhat troubling was the lack of consistency 
in research procedures. Some researchers defined elderly as 
age 65, others used 60, and one employed age 50. The sampling 
procedures were even more varied, ranging from a convenience 
sample to a true randomized design. With so many potential 
sources of error it would seem almost impossible for any 
consistency in findings to emerge. The fact that differing 
research designs converged upon consistent conclusions con­
tributes to establishing reliability. Briefly, we can sum­
marize these findings as follows;
1. The elderly was not a homogeneous group. However, 
attempts to define segments among the elderly 
were few and unsuccessful.
2. The elderly, in general, were less likely to 
try new products than younger consumers due to:
a. greater amounts of perceived risk;
b. greater amounts of social isolation.
3. The elderly's sensitivity to price was much 
less than its widespread use would indicate. 
These points were noted about price:
a. the elderly paid higher prices to avoid 
high perceived risk situations;
b. they paid more for personal attention;
c. they sought value in purchases.
4. The elderly made extensive use of media available 
to marketers for promotion, however--
a. messages to the elderly focused on
product benefits and value;
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b. in the store, sales personnel were 
excellent mediums for persuasion.
5. To attract the elderly consumer marketers
were counseled to locate either in areas 
populated by elderly, or be accessible 
to public transportation.
6. Product opportunities to market to the elderly 
were found to be:
a. products specifically designed for leisure- 
time pursuits of the elderly;
b. housing needs--whether for current home, or 
development of apartments of retirement 
communities specifically for the elderly.
The foregoing suggests that information, fundamental 
to the development of marketing strategies to attract the 
elderly, is beginning to emerge. The single glaring omission 
is basic knowledge about the existence of segments within 
the aged portion of the population. To fill this gap is the 
primary objective of this study.
CHAPTER III
RESEARCH METHODOLOGY
In this chapter the research methodology employed in 
the study is discussed. To be presented first is the sampling 
procedure, which is followed by a discussion of the data- 
collection method employed. Finally, the focus of the dis­
cussion turns to the test instrument, the rationale concerning 
variables involved in testing the hypotheses as well as the 
variables used to profile and classify subjects.
SAMPLING PROCEDURE
The sample selection procedure was influenced by two 
criteria: the need to survey only elderly subjects, and the
desire to obtain subjects which displayed as much variability 
as possible with respect to social class. To enhance the pro­
spect of meeting Criterion 1, the retirement communities of 
Bella Vista (near Bentonville, Arkansas) and Hillcrest (in 
Fayetteville, Arkansas) were selected as the working populations.
The choice of the Bella Vista and Hillcrest communities 
also contributed to meeting the second criterion. The index 
by which social class was determined in this study made use 
of three variables--occupation, education, and residence 
(Hollingshead, 1958) . Prior to conducting the survey the only 
variable among these three which was available was observation 
of residential areas. The Bella Vista community was dominated 
by modern single-family dwellings. The Hillcrest apartment
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complex, however, was a low-income housing project for the 
elderly administered by the Fayetteville Housing Authority. 
Residents of Hillcrest had to meet three tests for acceptance: 
sixty-two years of age or older; no dependence upon others 
for daily living needs; an annual income of not more than $7,000 
for single individuals, or $8,200 for married couples.
Even though there was apparent variability in the value 
of Bella Vista dwellings, it was not possible to determine if 
this variability suggested small or large potential differences 
in amounts of social class for community members. The inclu­
sion of Hillcrest residents, possessing substantially different 
housing circumstances than Bella Vista residents, offered the 
potential to increase variability in social class among respondents. 
Thus, the two criteria specified for identifying the sample 
populations were satisfied.
SELECTION OF SAMPLE
The sample selection procedure was designed to over­
come two problems basic to survey research of the elderly. 
The first problem was the significantly higher nonresponse 
rates of older individuals versus those of other age groups 
(Lowe and McCormick, 1955; Sharp and Feldt, 1959). The 
second problem which had to be addressed was the quality of 
response, which is typically variable among aged subjects 
(Schmidt, 1975; Zelan, 1969). Both problems pointed to the 
need to have a sufficiently large number of the instrument 
(a self-administered mailed questionnaire) forwarded to sub­
jects to insure an acceptable number of usable responses.
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An acceptable number of usable responses was determined to 
be in the range of 150-200, based upon the expectation that 
subjects would most likely be classified into three or four 
social class groupings (out of a potential of five on the 
Hollingshead Index for Social Position).
Subjects selected for the sample, whether from Bella
Vista or Hillcrest, were chosen on the basis of having a 
listed telephone number so that they might be contacted prior 
to mailing the questionnaire. Prenotification of a mailed 
questionnaire was found to substantially improve response 
rates (Jolson, 1977). Despite prenotification, such a pro­
cedure implied trade-offs involving several differing types 
of sampling error: (1) usage of listed telephone numbers 
presented a potential source of error due to lower-income 
residences not having telephones, unpublished listings, or 
recent subscribers not being listed (Glasser and Metzger, 1975; 
O’Neil, 1979); (2) sample bias is associated with the high non­
response rates to mailed questionnaires--acknowledged to be 
the method most vulnerable to such bias among all data collection 
methods (Janssens and Pessemier, 1980); (3) the elderly typically 
have an even lower rate of response to mailed questionnaires 
than other age groups. Nevertheless, it was decided that the 
potential error involved in the use of listed telephone num­
bers could be tolerated when careful prenotification and follow­
up procedures were utilized.
Due to the limited number of apartments at Hillcrest
(115 at the time of the study), it was decided to sample all
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members in order to obtain a sufficient number of responses. 
Unfortunately, only 84 residents had listed telephone numbers. 
While it would have been a relatively simple task to make 
personal contact with the remaining residents, this was not 
possible due to community regulations against door-to-door 
solicitations. Of the 84 who were contacted by telephone, 41 
said "yes" to the request to fill out a mailed questionnaire. 
Of these 41, 27 returned the questionnaires. Subsequent efforts 
produced an additional nine questionnaires for a total 36 
returned instruments (42.8% response rate).
The Bella Vista sample was selected from the Bentonville 
telephone directory which contained slightly more than 1900 
residents. The number 2801 was determined as the minimum sample 
size needed in a telephone compliance experiment embodied in 
this study. To obtain this number of listings, a residential 
telephone number was chosen at random from among the first 
through seventh (1961 divided by 280 is approximately 7) 
listings in the Bella Vista directory. Thereafter, every 
seventh residential listing was selected, resulting in a 
systematic random sample.
Telephone interviewers were instructed to place calls 
to the preselected listings. If there was no answer, inter­
viewers were instructed to place a call to the next preselected
1This number was arrived at after consideration of the 
number of subjects desired (30) in each of the respective 
treatment groups (8), and number control subjects desired (5) 
in each of the control groups (8). Six subjects were missing 
from the two 16-day delay treatment subjects, leaving a total 
of 274 subjects contacted.
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listing. At the end of that day’s telephoning period the 
interviewer was to recall the not-at-home subjects. If there 
was still no answer, interviewers were to select the first 
residential listing immediately following the number of the 
not-at-home and make an attempt to contact the resident. For 
those subjects who refused the request to fill out a question­
naire, interviewers were instructed to place a call to the 
next preselected listing (refusals were not replaced). Of 
the 274 persons contacted, 208 said "yes" to the request to 
fill out a mailed questionnaire. A total of 159 questionnaires 
were returned, a 58.3% response rate. Table III-1 summarizes 
these results.
DATA-COLLECTION PROCEDURE
Although basically similar, there were differences in 
the data-collection procedures for the Bella Vista and Hillcrest 
communities. Common to each was the use of paid interviewers 
who placed telephone calls to subjects requesting them to 
fill out a questionnaire. Each interviewer was provided a 
script to use and a coding sheet to record responses.
For the Hillcrest group, subjects were telephoned and 
given a straight request to fill out a questionnaire. The 
script is provided in Exhibit III-1. For those who agreed 
to respond, the address was confirmed, and a questionnaire 
was then mailed to the subject. This method was essentially 






1 . Number residences 
asked to receive 
a questionnaire 84 274 358
2. Number who agreed 
to fill out a 
questionnaire 41 208 249
3. Number who returned 
a questionnaire 36* 159 195
4. Rate of return I 
(number returned 
number contacted) 42.8% 58.3% 54.5%
5. Rate of return II 
(number returned 
number who agreed 
to fill out a 
questionnaire) 87.8% 76.4% 78.3%
6 . Usable 
questionnaires 36 129 165
*Nine of the questionnaires were obtained via 




SCRIPT FOR ONE-CONTACT ONLY REQUEST
(Used for Hillcrest Subjects and
Bella Vista Control Subjects)
HELLO, IS THIS THE _______________________ RESIDENCE? THIS IS
____________________ OF THE UNIVERSITY OF ARKANSAS. WE ARE
IN THE PROCESS OF CONDUCTING CONSUMER RESEARCH IN YOUR 
AREA, AND WE ARE CALLING TO SEE IF YOU WOULD ALLOW US 
TO MAIL YOU A QUESTIONNAIRE. (RECORD RESPONSE, CONFIRM 
ADDRESS, AND THANK THEM FOR THEIR COOPERATION. INDICATE 
TO THEM THAT THE QUESTIONNAIRE WILL BE ARRIVING IN THE 
MAIL IN A FEW DAYS .)
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The procedure used for rhe Bella Vista group was based 
upon the behavioral compliance technique known as foot-in- 
the-door. The basic structure of this technique was to make 
a small initial request of a subject to which compliance was 
nearly assured in order to enhance the probability of com­
pliance to a larger second request--hence the name "foot-in- 
the-door" (Freedman and Fraser, 1966) . The second request 
represented the critical request in which the subject was 
asked to fill out a mailed self-administered questionnaire. 
The theoretical explanation offered for the foot-in-the-door 
effect is self-perception theory (Bern, 1972). An individual, 
having responded favorably to an initial request, will infer 
a positive belief or attitude toward a subsequent request, 
thus complying--even though a larger task is demanded.
The foot-in-the-door technique was used on the Bella 
Vista group in the form of an experiment. Subjects were 
randomly assigned to either a treatment group or a control 
group. An initial contact incorporating a small task was 
made of treatment subjects by telephone interviewers. Exhibit 
III-2 details the script of the initial request. Interviewers 
were provided coding sheets to record responses (a facsimile 
is contained in Appendix C). After subjects had completed 
the task the interviewer thanked them for their cooperation 
and hung up.
The second contact, which requested subjects to com­
plete a mailed questionnaire, was varied in two ways. First, 
those subjects who complied with the first request had been
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EXHIBIT III-2
SCRIPT FOR INITIAL CONTACT MADE OF 
BELLA VISTA TREATMENT SUBJECTS
HELLO, IS THIS THE _______________  RESIDENCE? MY NAME IS _____________
OF THE UNIVERSITY OF ARKANSAS. WE ARE IN THE PROCESS OF CON­
DUCTING CONSUMER RESEARCH IN YOUR AREA, AND WE ARE CALLING TO 
SEE OF YOU WOULD BE WILLING TO ANSWER FOUR (4) QUESTIONS OVER 
THE TELEPHONE. (IF SUBJECT AGREES ASK THE FOLLOWING QUESTIONS, 
IF NOT, THANK THEM AND HANG UP.)
Q1 WHAT IS YOUR AGE? (DETERMINE IF THIS INDIVIDUAL IS
HEAD OF HOUSEHOLD AND RECORD AGE ACCORDINGLY, IF NOT 
RECORD AGE UNDER SPOUSE AND OBTAIN AGE OF HEAD OF 
HOUSE)
Q2 WHICH OF THE FOLLOWING DESCRIBES THE WAY YOU USUALLY 




4) VIA DOOR-TO-DOOR SALES
5) OTHER
Q3 DO YOU USUALLY SHOP...................................1) ALONE?
................................. 2) WITH SOMEONE? 
................................. 3) DOESN’T MATTER?
(RECORD NUMBER ASSOCIATED WITH RESPONSE)
Q4 WHAT TIME OF DAY DO YOU PREFER TO DO YOUR SHOPPING?
(RECORD NUMBER ASSOCIATED WITH RESPONSE)
1) MORNING (BEFORE NOON)
2) AFTERNOON (AFTER 12 P.M., BUT BEFORE 6 P.M.)
3) EVENING (AFTER 6 P.M.)
THANK YOU FOR YOUR HELP MR/S . ____________________ . YOUR COOPERATION
HAS BEEN VERY BENEFICIAL TO US. GOODBYE.
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randomly assigned to one of two conditions, reminder or no 
reminder. For the reminder condition, interviewers attempted 
to establish contact with the same subjects who were reached 
when the initial contact was made. Subjects were reminded 
of their willingness to comply to the first request. The no 
reminder condition subjects were not reminded of their earlier 
compliance. The scripts for these two second request condi­
tions are provided in Exhibit III-3.
The second variation in the second contact call was 
to vary systematically the timing of the second call. This 
variation was added to determine if there was any decay in 
the self-perception effect over time. Subjects were randomly 
assigned to a 1-, 6-, 11-, or 16-day delay between the placing 
of the first and second request calls. Exhibit III-4 illus­
trates the calling process for treatment subjects.
Randomly selected control subjects were called (for 
the first time) on days second request calls were made to 
treatment subjects. This provided an important measure of 
control to the experiment by eliminating any bias due to calls 
being made on specific days. The script used for this request 
is found in Exhibit III-1.
The results indicated that for the main effect-- timing 
of the second request--significant differences in rates of 
compliance could be detected. The same was not true for the 
main effect of reminder/no reminder (see Appendix D for results).
Follow-up letters were not mailed to either community.
Three weeks after initial contact a second fellow-up telephone
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EXHIBIT III-3
SCRIPT FOR SECOND CONTACT----- REMINDER
AND NO REMINDER CONDITION
REMINDER CONDITION--HELLO, IS THIS MR/S ._____________? THIS IS
_________________ CALLING FROM THE UNIVERSITY OF ARKANSAS. YOU 
WILL RECALL THAT YOU WERE CONTACTED EARLIER AND ASKED A FEW 
QUESTIONS. WE HAVE SELECTED CERTAIN INDIVIDUALS TO ASSIST US 
FURTHER IN THIS CONSUMER RESEARCH PROJECT BY ALLOWING US TO 
MAIL THEM A QUESTIONNAIRE TO THEIR RESIDENCE. WOULD YOU ALLOW 
US TO MAIL A QUESTIONNAIRE TO YOU MR/S. _____________? (RECORD
RESPONSE: IF YES, CONFIRM ADDRESS AND INDICATE THAT THE
QUESTIONNAIRE WILL BE ARRIVING IN THE MAIL IN A FEW DAYS.
IF NO, THANK THEM AND HANG UP.)
NO REMINDER CONDITION--HELLO , IS THIS MR/S.______________ ? THIS
IS _____________ CALLING. WE HAVE SELECTED CERTAIN INDIVIDUALS
TO ASSIST US IN A CONSUMER RESEARCH PROJECT BY ALLOWING US
TO MAIL A QUESTIONNAIRE TO THEM. WOULD YOU ALLOW US TO MAIL 
A QUESTIONNAIRE TO YOU MR/S. _____________? (REDORD RESPONSE:
IF YES, CONFIRM ADDRESS AND INDICATE THAT THE QUESTIONNAIRE




CALLING PROCEDURE’ FOR BELLA VISTA TREATMENT SUBJECTS
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call was made to Hillcrest residents to encourage subjects to 
return their questionnaire. Six of the returned 36 question­
naires were obtained in this manner. Due to the disappointing 
response of the Hillcrest group, Project Director Anita Whillock 
offered to call residents who had not responded and encourage 
them to fill out a questionnaire. She was provided a list 
of the names of residents who had not returned a questionnaire. 
Nine questionnaires were obtained from the Hillcrest group 
through her efforts.
A total of 249 questionnaires were mailed to residents 
of Bella Vista and Hillcrest. One hundred ninety-five question­
naires were returned by mail--36 from Hillcrest and 159 from 
Bella Vista. Of these only 165 were usable. The remainder 
could not be used because of incompleteness or because the 
age of the respondent was too low. Some individuals living 
in Bella Vista were as young as 42 and retired. Although 
such individuals might display behavior similar to the other 
residents, the decision was made to exclude such cases from 
the data set.
THE INSTRUMENT
The method for collecting data for this research was 
the self-administered mailed questionnaire. Personal inter­
views were not used due to the high cost. Telephone inter­
views were ruled out for three reasons: the questionnaire 
itself was too long to be administered over the telephone, 
the probability that some respondents may have hearing
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difficulties, and some of the questions were too complex that 
they could not be feasibly administered over the telephone.
Questionnaires were mailed to subjects who had pre­
viously agreed to a telephoned request to complete the instrument. 
A cover letter (a facsimile is provided in Appendix B) and a 
postage-paid pre-addressed envelope were included with the 
questionnaires (a facsimile is reproduced in Appendix A).
Due to a concern about the quality of response with an elderly 
sample, the questionnaire was typed using the IBM pica type 
element ’’Orator." This unusually bold type is highly readable, 
enhancing the liklihood of an accurate response. Due to the 
size of this type, it was necessary to reproduce the question­
naire on legal size paper (14” x 11")
VARIABLES
Items included in the questionnaire were designed to 
serve two purposes: (1) provide descriptive characteristics 
about the respondents and (2) facilitate the testing of 
hypotheses.
Classification Variables
Below is a description of these classification vari­
ables along with the associated item number on the questionnaire.
1. Number of years at present address (R1)
2. Reasons given for residing at current address (R2)
3. Current residential status (own, rent, etc.) (R3)
4. The year an individual retired (El)
5. Occupation of head of household at time of 
retirement (E2)
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6. Income at time of retirement (E3)
7. Residential background at time of retirement (E5)
8. Sources of income, and the number of such 
sources (E7)
9. Educational background of respondent (D1)
10. Marital status (D2)
11. Activities engaged in by respondent (Al)
Measurement of Social Class
Two of the descriptive items included in the question­
naire were used for measuring social class. Because social 
class had been hypothesized to be a predictor of marketing- 
related behaviors among the elderly, the manner in which social 
class was determined in this study is an important issue that 
merits discussion.
There are four basic methods of determining the social 
class membership of individuals--reputational, sociometric, 
subjective, and objective (Engel et al., 1973).
Reputational The reputational method requires an individual 
to rank other individuals in the community that are known 
to them. A particular weakness of this approach is that not 
only may there be disagreement over the social class place­
ment of an individual by differing respondents, but the number 
of classes that ate reported are likely to vary (Engel et al, 
1973, p. 122; Schiffman and Kanuk, 1978, p. 298). Operational­
izing such a procedure is a substantial task. (Warner, who 
developed this method, devoted 74 pages of instruction to 
use the reputational method in a book he authored in 1949.)
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Due to difficulties of implementing the procedure for this 
method, and its questionable validity, it was not used in 
this study.
Sociometric Sociometric methods require trained personnel 
to observe the associations of people as well as to inquire 
about the nature of such associations (Hollingshead, 1949). 
Although it has proven to be a valid technique, the method 
requires highly trained individuals to conduct such a study, 
generous amounts of time, and substantial resources. The 
needed amounts of time and resources were unavailable for 
this study, and the availability of trained researchers locally 
was an unknown. For these reasons, this method was not chosen.
Sub jective Subjective methods of social class determination 
rely upon individual's rating of themselves. Although this 
method is fairly easy to administer, there are problems. 
Respondents tend to rate themselves higher than their actual 
social class rating, and there is a tendency to avoid the 
use of "upper" and "lower" in describing classes--which results 
in a disproportionate size for the middle class (Engel et al., 
1973, pp. 123-4). Due to such problems of validity, this 
method was not employed in this study.
Objective Objective methods of social class determination 
rely upon characteristics which are essentially unambiguous. 
Among the characteristics which are commonly used in such 
methods are occupation, education, residential dwelling area, 
income, and personal possessions owned. The essense of this
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method is that members of various social classes possess dif­
ferential amounts of these characteristics. The researcher 
assigned individuals to the social class which included members 
possessing similar characteristics. Numerical values were 
assigned to the characteristics employed in order to standardize 
scores across individuals for a given characteristic, or 
variable, of interest.
The objective methods for determination of social class 
are divided into two types: single-item and multiple-item 
indexes. A potential problem common to all single-item indexes 
is whether social class is determined by a one-dimensional 
indicator. Engel et al, suggest that it is doubtful that one 
variable can adequately predict social class (1973, p. 126). 
Other researchers have reached the same conclusion and have 
devised multiple-item indexes.
Hollingshead designed his Index of Social Position (ISP) 
while examining the incidence of mental illness in the com­
munity of New Haven, Connecticut (Hollingshead and Redlich, 
1958). The ISP was composed of three variables: occupation, 
education, and residential dwelling (pp 387-397). Each 
variable was rated on scales of 1-7, 1-7, and 1-6, respectively. 
The ratings were then weighted and summed to obtain the ISP 
score as follows:
Occupation rating x 9 =
Education rating x 5 = 
Residence rating x 6 = ________________
ISP Score
This score permited the researcher to assign subjects to one
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of five social classes, based upon the following distributions
Social Class ISP Range of Scores
I    20-31
II   32-55
III  . 56-86
IV  87-115
V   116-134
The distribution of scores for the ISP represented a continuum 
from the highest social class (I) to the lowest social class (V) .
Respondents self-rated themselves for the occupation 
and education scales. Of these two, the only difficulty en­
countered was with occupation. With only seven levels for 
this scale, it was difficult to capture with any precision the 
virtually infinite number of occupations extant. Consequently, 
there was a trade-off between using a lengthy fairly compre­
hensive occupation scale versus the use of a simpler scale 
that resulted in some degree of ambiguity, but which was 
easier for the subjects to give a response.
Residence was rated by the researcher by assessing resi­
dential areas on a scale of one to six--best residential areas 
to the worst within a community. This was much simpler than 
having to make an assessment of each individual residence
The relative ease of administration of the Hollingshead 
Index made it attractive to researchers and it matched the 
widely accepted Warner Index as a valid and reliable measure 
of social class when the two were tested within the same 
community :
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...........the agreement between the two studies was
so high that it should be clear that the two
stratification techniques as used by independent 
investigators produced a valid and reliable index 
of stratification in the samples studied (Engel 
et al., 1973, p. 126).
This demonstration of validity and reliability of the ISP and 
its ease of administration made it the choice to employ in 
this study to determine social class of subjects.
Criterion Variables
The foregoing discussion focused upon descriptive items 
contained in the questionnaire and the method of measurement 
of social class employed in this study. Attention is now 
directed toward other items in the instrument which provided 
the basis for examining the hypotheses of this study. Two 
points were common to the hypotheses. First, all hypotheses 
were formulated such that the research objective was to ex­
amine the probability of finding differences among social 
class groupings for the variables of interest. Secondly, the 
variables of interest were market-oriented and thereby provided 
insight into the buyer behavior of the subjects.
The Buying Process The first three hypotheses focused upon 
the consumer buying process. Specifically they examined three 
phases: pre-purchase information acquisition, choice criteria
used for a purchase decision, and the degree of post-purchase 
satisfaction for a specific purchase. Exhibit III-5 illustrates 
the theoretical relationships between the first three hypotheses, 










RATIONALE OF HYPOTHESES 1, 2, AND 3
PRE-PURCHASE
Information acquisi­
tion (P2, P8, P14, 
P20)
: There is a differ­
ence among the responses 
of the social class 
groupings in their 
choice criteria used for 
purchase decisions.
PURCHASE
H3: There is a
difference among 
the responses of 
the social class 
groupings in 






(P4, P10, P16, P22) Degree of satis­
faction (P6, P12, 
P18, P24) ' .
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: There is a differ­
ence among the responses 
of the social class 
groupings in their pre­




In structuring the variables to provide the basis for 
valid tests of the hypotheses, four problems were addressed. 
First, to examine behavior in the context of the buying process 
adequately, it was necessary to relate that behavior to specific 
purchase situations. It was inappropriate to ask subjects to 
respond to these variables based upon any recent, but unspeci­
fied, purchase due to the wide variation in behavior displayed 
by consumers as they solve their purchase problems. Howard 
and Sheth characterized this variation in their stages of 
buyer decision-making model (1973, p. 27). They identified 
three stages of purchase decision-making: routinized response 
behavior, limited problem-solving, and extensive problem­
solving. They characterized these stages as existing on a 
continuum, with routinized and extensive problem solving being 
bi-polar opposities, and limited problem solving appearing 







If the nature of the purchase was not given some degree of 
specificity on the test instrument, then the potential existed 
that subjects’ responses may not be comparable. Therefore, 
it was necessary to specify a purchase situation that represented 
a reduced segment of the Howard-Sheth continuum.
Due to the relative infrequency of extensive problem­





memories of such events may be limited, the decision was made 
to exclude such purchase situations on the test instrument.
On the other hand, because buyers displayed routinized response 
behavior when making purchases involving routine problem solving, 
their pre-purchase information acquisition was limited or non­
existent. Furthermore, for such shoppers, we would anticipate 
that post-purchase satisfaction would be very high due to 
their predetermined brand choices. Consequently, two of the 
three hypotheses (one and three) would not be of much value 
due to their focus away from the routine purchase situation. 
This, of course, left limited problem-solving purchase deci­
sions as the buying situation upon which to focus attention.
While decision to specify purchases of the limited­
problem-solving kind eliminated one difficulty, a second 
problem was to focus on product purchases which were not highly 
associated with wealth. Because sample subjects were antici­
pated to come from social classes with differing amounts of 
wealth, it was inadvisable to specify purchases which were 
beyond the means of some subjects. This would clearly bias 
results. Therefore, the second criterion in specifying pur­
chase situations was to reference purchases that were reasonably 
expected to be within the means of most, preferably all, subjects.
A third problem was the possibility that too few sub­
jects had bought an item within the referenced product cate­
gory provided on the questionnaire. In order to forestall 
this difficulty, the decision was made to include four product 
purchase situations, in the hope that a subject would be able
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to respond to at least one category. All four product cate­
gories conformed to the first two criteria: a product within 
the scope of a limited problem-solving situation, and one 
within the financial means of most subjects.
The final problem was the possibility that a subject 
may have purchased a product within the specified category, 
but before his retirement. Because lifestyle circumstances 
of pre-retirement were different from those after retirement, 
this could possible confound the results. Therefore, subjects 
were instructed to respond to the questions associated within 
a product category for their most recent purchase since 
retirement. The finalized instructions and the four pro­
duct categories were as follows:
1. Household Furnishings Purchases--Below are some 
questions about the purchase of household 
furnishings. Examples of household furnish­
ings are chairs, tables, lamps, chests, desks, 
etc. Since retirement, please answer the 
questions for your most recent household 
furnishings purchase. (If no such purchase 
since retirement, turn page.)
2. Small Appliance Purchases--Below are some 
questions about the purchase of small 
appliances. Examples of small appli­
ances are toasters, electric can openers, 
ice crushers, electric knife sharpeners, 
waffle irons, woks, etc. Since retirement, 
please answer the questions for your most 
recent small appliance purchase. (If no such 
purchase since retirement, turn page.)
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3. Consumer Electronics Purchases--Below are some 
questions about the purchase of consumer 
electronics. Examples of consumer electronics 
are radios, televisions, stereos, clock  
radios, tape players, etc. Since retirement, 
please answer the questions for your most 
recent consumer electronics purchase. (If
no such purchase since retirement, turn page.)
4. Recreation Purchases--Below are some questions 
about the purchase of recreation items. Examples 
of recreation purchases are golf clubs, fishing/ 
hunting equipment, camping equipment, boats, etc. 
Since retirement, please answer the questions 
for your most recent recreation purchase. (If 
no such purchase since retirement, please dis­
regard .)
For each of the above product categories an identical 
series of questions was administered to test Hypotheses 1, 2, 
and 3. Exhibit III-5 lists the specific variables related 
to the respective hypotheses. To test Hypothesis 1, which 
related to information acquisition prior to purchase, subjects 
responded to Variable P2 if they had purchased a household 
furnishing item. For small appliances, consumer electronics 
items, and recreation/leisure purchases subjects responded to 
Variables P8, P14, and P20. Table III-2 is a replication of 
the question administered. Including the "other" category 
of response, there was a total of eight potential responses 
a subject could select. Research suggested that the greater 
the amounts of information acquired prior to purchase, the 





BEFORE YOU MADE THIS PURCHASE, WHICH OF THE FOLLOWING DESCRIBES
YOUR SHOPPING ACTIVITY? (PLEASE CIRCLE THE NUMBER(S) AT
EXTREME RIGHT CORRESPONDING TO ALL ANSWERS THAT APPLY)
A) I shopped other stores before buying ......................................... 1
B) I telephoned merchants for information .................................... 1
C) I discussed the purchase with friends/relatives ... 1
D) I read ads/listened to radio ads/ viewed TV ads ... 1
E) I read consumer magazines/books ......................................................... 1
F) I relied upon my past experience in shopping for
this item .........................................................................................................1
G) I did nothing prior to purchase.................................................1
H) Other (Specify) .............................................................................. 1
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Cox, 1967; Jacoby et al., 1974; Katona and Mueller, 1955;
Sheth and Venkatesan, 1968; Swan, 1969). Consequently, for 
those social class groupings which displayed high amounts of 
information acquisition prior to purchase, a high degree of 
post-purchase satisfaction was expected, which was represented 
by Hypothesis 3. Therefore, to test Hypothesis 1 the subject’s 
individual selections of informational sources were summed. 
These summed scores (varying from 0 to 7) were then ranked. 
The Kruskal-Wallis procedure (nonparametric one-way analysis 
of variance) was employed to test for significance between 
social classes (Gibbons, 1976). Throughout this study non­
parametric statistical methods (of which the Kruskal-Wallis 
test is one) was employed. Specific requirements of parametric 
procedures--that the probability distributions were normal 
and had equal variances--were considered too restrictive given 
the limitations of the sample population used in this study. 
Provided significant differences were found among the social 
class groupings for Hypothesis 1, it would follow that such 
differences would be anticipated in Hypothesis 3. Conversely, 
if differences were not found in Hypothesis 1 differences were 
not expected to exist in Hypothesis 3.
The question presented to subjects to test Hypothesis 3 
is contained in Table III-3. Hypothesis 3 was presented to 
subjects as Variables P6, P12, P18, and P24. A six-point 
Likert-type scale was used without a mid-point response.
Hypothesis 2 focuses upon choice criteria used in pur­





WHICH OF THE FOLLOWING DESCRIBES YOUR DEGREE OF SATISFACTION




C) Somewhat satisfied .................................................................................... 3
D) Somewhat dissatisfied ......................................................................... 4
E) Dissatisfied.............................................................................. 5
F) Very dissatisfied ..........................................................................................6
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to subjects for each of the respective purchase categories. 
A facsimile of this variable is presented in Table III-4.
This variable was similar to that used in Hypothesis 1, in 
that subjects were asked to select all criteria that applied. 
Again, a sum of these selections (varying between 0 and 8) was 
obtained for each subject and formed the basis for determining 
rank scores. The rationale for this variable was that those 
who perused many sources of information prior to purchase 
should possess more choice criteria for the product selection 
decision.
Buying Boundaries Hypothesis 4 was concerned with the pro­
pensity of consumers to extend their shopping boundaries be­
yond the local merchant trade area. The hypothesis proposed 
that the higher the social class membership of elderly consumers 
the more likely they were to extend the geographic limits of 
their shopping activity.
Table III-5 contains a facsimile of Variable S3 from 
the test instrument. Subjects were provided with eight 
relevant merchant trading areas and they were asked to 
circle all that applied. A ninth choice was available as 
an "other” category but only nine of the useable responses 
were so marked.
Although each response appeared as a "1" on the question­
naire, a different scale construction was used for the analysis. 
For each merchant trading area beyond a subject's locale, the 
scale value was incremented on the basis of the distance in 
miles from the subject's place of residence to the merchant
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TABLE III-4
PURCHASE DECISION CHOICE CRITERIA
OF THE FOLLOWING, WHICH DESCRIBES THE REASON(S) YOU BOUGHT
THIS ITEM? (PLEASE CIRCLE THE NUMBER(S) TO ALL ANSWERS
THAT APPLY)
A) The item was in stock.......................................... ..................................1
B) Correct size/color/etc.................................................... 1
C) Had the brand I wanted..........................................'............................... 1
D) The price was the lowest........................................................................ 1
E) This store is where I always go for this item
purchase ............................................................................................................... 1
F) The sales personnel........................................................................................ 1
G) Financing/credit/bank card arrangements...................................... 1
H) Warranty/service .......................................................................................... 1




WITHIN THE LAST MONTH HAVE YOU SHOPPED ANY OF THE FOLLOWING 
MERCHANT AREAS? (Circle the Number(s) Below to All that Apply)
A) Northwest Arkansas Mall .......................................................................... 1
B) Bella Vista Merchants ............................................................................... 1
C) Bentonville Merchants ............................................................................... 1
D) Fayetteville Merchants.................................................................   . . . 1
E) Rogers Merchants ............................................................................................... 1
F) Springdale Merchants ..................................................................................... 1
G) Joplin Merchants...................................................................................................1
H) Tulsa Merchants.......................................... 1
I) Other (Specify) .....................................   1
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trading area. This also strengthened the test for Hypothesis 4. 
Table III-6 illustrates the scaling procedure for residents 
of the two respective communities sampled.
Where Hypothesis 4 addressed the geographic extent of 
the elderly's shopping behavior, Hypothesis 5 examined spe­
cific facts about such trips. Subjects were provided a list 
of seven places frequented by people: grocery stores, general 
shopping, doctor/clinic, druggist, work, church, and enter­
tainment/recreation . For each of these places subjects were 
asked to indicate their transportation mode, the distance to 
each place from their residence, and the frequency of making 
such a trip within a one-month period. This data was generated 
from Variable T1 on the questionnaire.
For examining the transportation data, the appropriate 
analysis was contingency table analysis due to the use of 
nominal data. From the generated chi-square statistic, it 
was possible to determine the independence of transportation 
modes employed and social class. For the distance and fre­
quency measures obtained in Variable T1 the Kruskal-Wallis 
test was used for the determination of significant differences 
between the social class groupings.
SUMMARY OF METHODOLOGY
The chapter was organized into three main sections:
the sample selection procedure, the method of data collection, 
and the construction of the questionnaire.
The initial section discussed the method used to draw 
the samples from the Bella Vista and Hillcrest communities.
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TABLE III-6
SCALING FOR VARIABLE S3
Hillcrest Residents
If shopped at ... .
. . .Fayetteville = 1
. . .N W Arkansas Mall = 5
. . .Springdale = 10
. . .Rogers = 22
. . .Bentonville = 30
. . .Bella Vista = 32
. . .Tulsa = 105
. . .Joplin = 86
Bella Vista Residents
If shopped at ... .
. . .Bella Vista = 1
. . .Bentonville = 3
. . .Rogers =11
. . .Springdale = 23
. . .N W Arkansas Mall = 28
. . .Fayetteville = 32
. . .Joplin = 54
. . .Tulsa = 135
108
The criteria used in qualifying sample subjects were two: 
individuals selected had to be elderly, and an a priori deter­
mination that social class variations existed.
The second section discussed the means of data collection 
used. Telephone prenotifications were used on all subjects. 
In addition, an experiment using the behavioral compliance 
technique known as foot-in-the-door was performed for the 
Bella Vista community.
The final section discussed the design of the test 
instrument. The variables used to profile respondents were 
provided. An examination of various social class measurement 
techniques and a description of the specific technique used 
in this study was followed by a presentation of the variables 
used to examine the hypotheses of this study. The rationale 
of the variables employed, and the relationship among the 
hypotheses was provided.
CHAPTER IV
RESULTS OF THE DATA ANALYSIS
This chapter is divided into three sections. The first 
section details how the Hollingshead Index of Social Position 
(ISP) was implemented in this study so that social class 
groupings were derived. The second section provides a pro­
file of the social classes generated by the ISP. The pur­
pose of this section is to describe the degree of differences 
that existed among the sample subjects as a result of dividing 
them into social class groups. These differences portray a 
differing set of lifestyles and modes of living for the re­
spective social classes. The third major section of this 
chapter provides the results of statistical tests which con­
firmed or denied hypotheses of this study.
THE DERIVED SOCIAL CLASS GROUPINGS
As described in Chapter III, the method for determing 
the social class membership of respondents was the Hollingshead 
Three-Item Index of Social Position (ISP). The ISP is based 
upon the ratings of three variables: residence, occupation, 
and education. The ratings of sampled subjects were multiplied 
by the ISP weights six, nine, and five, respectively, and 
summed to obtain an individual’s ISP score. Based upon this 
score, the individual was assigned to one of five possible
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social class groupings. The scale values associated with 
the respective classes can be found in Chapter III, page 93.
The variables occupation and education (E2 and D1 on 
the questionnaire, respectively) were self-rated by subjects 
for this study. The third variable necessary to calculate 
the ISP scores, residence, was rated by the author. The 
residence score, as conceptualized by Hollingshead, was based 
upon a residential area score which ranged from one, areas 
of the finest homes, to six, the very worst of residential 
areas (Hollingshead and Redlich, 1958, p. 390). It was the 
author's evaluation that the residences in the Bella Vista 
area should be assigned a rating of two. Hillcrest, a lower- 
middle residential housing complex, was rated a four.
Using the Statistical Analysis System (which was used 
for this and all computations made in this study) an ISP score 
was computed for each of the 150 observations (Barr et al, 1979). 
The general formula was as follows:
ISP = 6*R + 9*0 + 5*E
Where: R = 2 for Bella Vista Residents
R = 4 for Hillcrest Residents
0 = Variable D1 on the questionnaire 
(see Appendix A), ranging in value 
from 1 -7 .
E = Variable E2 on the questionnaire 
(see Appendix A), ranging in value 
from 1-7.
The results are presented in Table IV-1. The individual which 
was assigned to Class V had an ISP score of 117. Due to this
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TABLE IV-1
SOCIAL CLASS GROUPINGS OF SAMPLE RESPONDENTS
Social 





I 20-31 5 ( 3.3%) 5 ( 4.2%) 0 ( - )
II 32-55 87 (58.0%) 82 (69.5%) 5 (15.6%)
III 56-86 44 (29.3%) 29 (.24.6%) 15 (46.9%)
IV 87-115 13 ( 8.7%) 2 ( 1.7%) 11 (34.4%)
V 116-134 1. ( 0.7%)
150 (100% )
0 ( - ) 1 (3.1%)
118 (100% ) 32 (100% )
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score being close to the upper end of the Class IV range of 
scores, and being the only subject assigned to Class V, the 
decision was made to include the subject in the Class IV 
group for analysis purposes.
As Table IV-1 demonstrates, residents of Bella Vista 
tended to be skewed toward the upper classes, while the resi­
dents of Hillcrest tended to be skewed toward.the lower classes.
PROFILES OF THE SOCIAL CLASS GROUPINGS
AGE
The first variable analyzed for the respective social 
class groupings was age. Table IV-2 presents the results of 
this analysis. As the table indicates, not all subjects re­
sponded to the age variable. The results did indicate that 
the higher the social class rating the lower the mean age. 
The results of the Kruskal-Wallis test showed that the median 
age differences between the social class groupings was statis­
tically significant (p-value=0.0002). It was difficult to 
generalize from these conclusions based upon the limitations 
of the sample.
OCCUPATION AND EDUCATION
It would be anticipated that the correlation between 
social class and the variables occupation and education be 
high. This was due to the fact that the method of deriving 
the social classes (the ISP) was dependent upon these two 












I 3 69.50 163.50 23.17
II 62 2908.50 3379.00 46.91
III 31 1887.50 1689.50 60.89
IV 12 1020.50 654.00 85.04
Kruskal- Wallis Test: H=19.34 
df=3)
(p-value=0 .0002, with
MEAN AGES BY SOCIAL CLASS
Social Class I.......................... 63.67 yrs.
Social Class II.......................... 68.15 yrs.
Social Class Ill..................... 71.13 yrs.
Social Class IV.......................... 78.25 yrs.
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TABLE IV-3
SOCIAL CLASS BY OCCUPATION
Social Class
Occupation
I II III IV Totals
Self-Employed 5 14 19 (12.67%)
Professional/ 
Technical — 33 3 36 (24.00%)
Managerial/
Administrative — 39 14 53 (35.33%)
Clerical/Sales/
Service 1 17 -- 18 (12.00%)
Skilled Worker/ 
Craftsman 9 3 12 ( 8.00%)
Unskilled 
worker - - 1 10 11 ( 7.33%)
Farm
Laborer 1 1 ( 0.67%)
TOTALS 5 87 44 14 150 ( 100% )
Chi-Square = 216.658a (p-value=0.0001, with df=18)* 
*more than 20% of cells have expected frequencies 
of less than 5 per cell
aTo strengthen the results Social Classes I and II were 
combined, and the "Farm Laborer" response omitted.
There were still too many cells with expected frequencies 
of less than five, but the above conclusion was supported. 
Chi-square = 186.45 (p-value=0.0001, with df=10).
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TABLE IV-4





Advanced Degree 2 17 <_ 19 (12.67%)
College Graduate 3 21 2 26 (17.33%)
Some College 39 11 1 51 (34.00%)
Completed
High School 9 24 4 37 (24.67%)
Some High 
School — - - 6 3 9 ( 6.00%)
Completed 8 
Grades 1 1 5 7 ( 4.67%)
Some Elementary 
(1-8) 1 1 ( 0.67%)
TOTALS 5 87 44 14 150 (100% )
Chi-Square = 117.955a (p-value=0.0001, with df=18)*
*more than 20% of cells have expected frequencies 
of less than 5 per cell
aTo strengthen the results Social Classes I and II 
were combined, and the "Some Elementary" response 
omitted. There were still too many cells with ex­
pected frequencies of less than 5, but the same 
conclusion was supported. Chi-square = 95.645 
(p-value=0.0001, with df=10).
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relationship between the social class groupings and the various 
levels of occupation and education. Chi-square tests were 
performed for both variables. Although the tests suggested 
highly significant findings, caution must be taken due to 
the fact that greater than 20% of the cells had expected cell 
counts of less than five (Siegel, 1956, p. 178). Nevertheless, 
the tables demonstrate levels of education and occupation 
that would be associated with the social class groupings.
RESIDENCE
Out of the 150 subjects contained in the social class 
groupings, 145 either (1) owned their home free of any mortgage, 
(2) owned a home with a mortgage obligation, or (3) rented. 
The remaining responses were missing or nonclassifiable. 
Residential status for the respective social class groupings 
is presented in cross-tabulation form in Table IV-5. In an 
attempt to demonstrate that social class was independent of 
residential status a chi-square test was performed. Unfor­
tunately, expected frequencies of more than 20% of the cells 
were less than five per cell, and the results had to be inter­
preted with caution. The computed statistic, however, sug­
gested that social class and residential status were not 
independent. Home ownership dominated, and of those who owned 
a home, 70% of them owned it free of mortgage.
Through Variable R1 subjects were asked to indicate 
the number of years they had resided at their current address. 
Table IV-6 presents the results of a Kruskal-Wallis test
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TABLE IV-5






(no mortgage) 4 50 19 2 75 (50.68%)
Own (mortgage) 1 24 7 32 (21.62%)
Rent 10 16 12 38 (25.68%)
Other 2 1 3 ( 2.03%)
TOTALS 5 86 43 14 148 (100% )
Chi-Square = 41.2a (p-value=0.0001, with df=9)* 
*more than 20% of cells have expected frequencies of 
less than 5 per cell.
aTo strengthen results Social Classes I and II were combined, 
and response "Other" was omitted. Although there were still 
too many cells with expected frequencies of less than 5 













I 5 309.50 360.00 61 .90
II 81 5466.50 5832.00 67.49
III 43 3211.50 3096.00 74.69
IV 14 1308.50 1008.00 93.46
Kruskal-Wallis Test: H=5.20 (p-value=0.1579, with df=3)
MEAN NUMBER OF YEARS AT PRESENT RESIDENCE 
BY SOCIAL CLASS
Social Class I.......................... 4 yrs.
Social Class II ..... . .4.80 yrs.
Social Class III . . . .4.77 yrs.
Social Class IV.....................5.93 yrs.
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performed as well as the mean number of years for the respective 
social classes. No significant difference was found between 
the classes (p-value=0.1579) .
Subjects were also asked to indicate the year they had 
retired (Variable El). Table IV-7 provides the mean number 
of years retired (obtained via subtracting the year given 
from 1980). The median number of years retired was signifi­
cantly different as indicated by the Kruskal Wallis test 
(p-value=0.0195). This result was not surprising in view 
of the earlier reported findings that the lower social classes 
were significantly older than the upper classes, and would 
be more likely to have been retired longer. What was revealing 
were the differences between the mean number of year retired 
(Table IV-7), and the mean number of years at present address 
(Table IV-6). Table IV-8 details these differences for each 
of the social classes. These differences suggested that for 
many, if not most, the current residence was at least the 
second residence since retirement. Irrespective of social 
class these elderly subjects appeared to be residentially 
mobile.
Subjects were asked to reveal the principal reason 
they chose their current residence. Even though the instruc­
tion to Variable R2 of the questionnaire indicated a single 
answer was desired, many subjects gave multiple responses. 
As a result this made analysis of the variable difficult. 
The decision was made to analyze only the answers of those
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TABLE IV-7
NUMBER OF YEARS RETIRED 
BY SOCIAL CLASS








I 5 280.00 350.00 56.00
II 84 5314.50 5880.00 63.27
III 41 3238.00 2870.00 78.98
IV 9 897.50 630.00 99.72
MEAN NUMBER OF YEARS RETIRED 
BY SOCIAL CLASS
Social Class I......................... 5.80 yrs.
Social Class II.................... 6.11 yrs.
Social Class III.................... 7.78 yrs.
Social Class IV .................... 10.33 yrs.
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TABLE IV-8
DIFFERENCES BETWEEN YEARS RETIRED 









I 5.80 4.00 1.80
II 6.11 4.80 = 1 .31
III 7.78 4.77 = 3.01
IV 10.33 5.93 4.40
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who had correctly responded to the instructions. Table IV-9 
details those responses. Three responses stood out among 
those given: financial reasons, quiet and relaxed, and communal 
activities. An attempt was made to determine if these choice 
criteria given for residence were independent of social class. 
A chi-square was obtained, but with so many cells having no 
response it was difficult to attribute any significance to 
these findings. For developers of real estate projects which 
are designed to appeal to elderly consumers these criteria 
should be meaningful.
To gain further insight into the profile of sample 
subjects, Variable E5 asked each respondent to indicate their 
residential background at time of retirement. Three choices 
were available: large city/suburb, small city, and rural area. 
Table 1V-10 details the responses by social classes. The sig­
nificance of the chi-square statistic was, again, cautioned 
due to low expected frequencies among the cells. These results, 
however, gave an indication sample subjects from higher social 
classes were more likely to come from an urban background as 
opposed to the small town and/or rural areas.
INCOME
Because of the sensitivity of so many elderly regarding 
their current income status, subjects were not asked such a 
question on the test instrument. As a surrogate, subjects 
were asked to provide their monthly income level at time of
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Principal Reason I II
Social Class 
III IV Totals
Financial Reasons -- 7 8 3 18 (24%)
Companionship of 
other aged — 1 1 2 ( 3%)
Quiet, Relaxed 1 21 8 1 31 (41%)
Safety of the 
place 2 2 ( 3%)
Communal Activities 1 14 3 18. (24%)
Maintenance Taken 
Care of - - — 2 - - . 2 ( 3%)
Children Put/ 
Suggested 0
TOTALS 2 47 22 5 76 (100%)
Chi-Square=25.904a (p-value=0.1020, with df=18)*
*more than 20% of cells have expected frequencies 
of less than 5 per cell
aTo strengthen the results Social Classes I and II were 
combined, and the responses "Companionship...'’, "Safety..", 
"Maintenance...” were grouped together. There were still 
too many cells with expected frequencies of less than 5, 
but the same conclusion was supported. Chi-square = 10.510 
(p-value=0.1047, with df=6).
TABLE IV-9









Large City/Suburb 2 45 16 2 65 (45.77%)
Small City 1 27 20 6 54 (38.03%)
Rural 2 11 6 4 23 (16.20%)
TOTALS 5 83 42 12 142 ( 100% )
Chi-Square 11.11a (p-value=0.0850, with df=6)*
*more than 20% of cells have expected frequencies 
of less than 5 per cell.
aTo strengthen the results Social Classes I and II were 
combined. There were still too many cells with expected 
frequencies of less than 5, but the same conclusion was 
supported. Chi-square = 9.479 (p-value=0.0502, with 
df=4).
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retirement, and what were their current sources of income. 
This avoided the potential resistance that might occur due 
to asking current income levels, while still deriving useful 
information about income disparities between the social class 
groupings.
Table IV-11 presents the analysis of the reported 
monthly earnings at time of retirement. The lower portion 
of the table gives the computed mean incomes for the respective 
social classes. The upper portion of the table provides the 
results of performing a Kruskal-Wallis test upon the median 
incomes. Although the results of the test were highly signifi­
cant (p-value=0.0003) a word of caution is due. It must be 
recalled that members of Social Class IV reported a mean of 
10.33 years since time of retirement, and if we considered 
the impact of inflation upon their reported income level over 
the intervening years, the disparities would likely not be 
as dramatic. If we arbitrarily allowed a 100% rate of infla­
tion over this period, however, their adjusted income level 
would still be lower than any other group ($2560 vs $1280).
Variable E7 requested the subjects to indicate their 
current sources of income. Table IV-12 reveals the responses 
by social class. Pensions, Social Security, and savings/ 
investments dominated as sources of income for each of the 
respective social classes. To determine if the number of 
income sources differed significantly between the social 













I 5 478.50 300.00 95.70
II 77 5129.99 4620.00 66.61
III 32 1359.00 1920.00 42.47
IV 5 173.50 300.00 34.70
Kruskal-Wallis Test: H=19.14 (p-value=0.0003, df=3)

















of Household 1 8 1 1 11 ( 3.2%)
Employment, 
Spouse 3 3(.1.0%)
Pension (Other than 
Social Security 2 63 23 3 91(26.4%)
Social Security 4 72 41 11 128(37.1%)
Public Assistance -( =- )
Savings/Investment 5 68 29 6 108(31.3%)
Money from Children/ 
Relatives 1 2 1 4( 1.0%)
TOTALS 12 215 96 22 345(100% )
128
TABLE IV-13









I 5 356.00 370.00 71 .20
II 87 6896.50 6438.00 79.27
III 43 2916.00 3182.00 67.81
IV 12 709.50 888.00 59.13
Kruskal-Wallis Tests H=3.73 (p-value=0.2925, with df=3)
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reveals that the number of income sources for the respective 
classes was not significantly different (p-value=0.2925).
MARITAL STATUS
Subjects were asked to indicate their current marital 
status via Variable D2. Their responses are detailed in 
Table IV-14. Nearly three-fourths of the respondents indicated 
they were married. Even though there were many empty cells, 
the distribution of the data suggested that marital status 
was not independent of social class. It was noticeable, how­
ever, that the lower the social class the greater the propor­
tion of widows/widowers. The higher mean ages of the lower 
social classes (reported earlier in Table IV-2) was much more 
likely the contributing agent to this result rather than 
social class. The longer one lives the more likely there 
will be a sole survivor.
Table IV-15 reports the mean number of years for current 
marital status of the respective social class groupings. The 
reported mean for Social Class IV, versus the remaining classes, 
looked suspicious in view of the higher ages of the members 
of this Class. This was explained by the fact that the few 
couples who reported being married (as high as 54 years), 
were offset to some degree by the remaining number whose 
marital circumstances were much shorter in duration--especially 
the widowed/widower subjects. Furthermore, some may have 
remarried. The Kruskal-Wallis test found significant dif­
ferences for the median number of years for current merital
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TABLE IV-14
CURRENT MARITAL STATUS BY SOCIAL CLASS
Marital Status
Social Class
I II III IV Totals
Single/Never 
Married — — 2 1 — — 3 ( 2.0%)
Married 5 71 30 3 109 (74.7%)
Divorced 3 2 5 ( 3.4%)
Separated -- - ( )
Widow/Widower -- 9 12 8 29 (19.7%)
TOTALS 5 85 43 13 146 (100% )
Chi-Square = 31.038a (p-value=0.0003, with df=9)
*more than 20% of cells have expected frequencies 
of less than 5 per cell.
aTo strengthen the results Social Classes I and II were 
combined. There were still too many cells with expected 
frequencies of less than 5, but the same conclusion was 
the same. Chi-square = 30.3 (p-value=0.0001, with df=6).
131
TABLE IV-15









I 5 317.50 360.00 63.50
II 83 6348.50 5976.00 76.49
III 42 3068.00 3024.00 73.05
IV 13 562.00 936.00 43.23
Kruskal-Wallis Test: H=7.48 (p-value=0.0580 with df=3)
MEAN NUMBER OF YEARS 
FOR CURRENT MARITAL STATUS
Social Class Mean Years
I ..................................... 31.60 yrs.
II ..................................... 35.86 yrs.
III ............................... 34.52 yrs.
IV ............................... 23.15 yrs.
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status by social class (p-value=0.0580), but this result was 
no doubt confounded by the age variable.
ACTIVITIES
Variable Al presented subjects with a list of twelve 
activities to which they were to indicate their level of 
participation. Table IV-16 reproduces this variable. Of 
those activities only three--reading, card games at home, 
and eating out/going to movies/etc.--were found not to be 
independent of social class to any significant extent (see 
Table IV-17). Again, results were tempered due to low expected 
frequencies among certain cells.
An additional analysis was performed on the activities 
section based upon a categorization scheme applied to the 
various activities. An examination of the first three items 
for Variable Al (see Table IV-16) revealed that each activity 
was one which was engaged in an indoor environment, and per­
formed in a non-socially interactive manner. The terminology 
chosen for this first trio of activities was Internal/Isolate. 
The second threesome of activities demonstrated the same non­
social nature as the first three items. The difference was 
that they were performed in the out-of-home environment. 
Consequently, the term chosen for this grouping of activities 
was External/Isolate. For the remaining six items it was 
evident that they were social in nature. The only difference 




BELOW IS A LIST OF ACTIVITIES. FOR EACH ACTIVITY THAT YOU
DO OFTEN CIRCLE A 1 IF YOU DO AN ACTIVITY OCCASIONALLY CIRCLE 
A 2, AND IF YOU NEVER DO AN ACTIVITY CIRCLE A 3.
A) Watching Television/Listening to Radio ..................... 1 2 3
B) Reading........................................................................................................1 2 3
C) Indoor Gardening ..............................................................................1 2 3
D) Going to the Library........................................................................ 1 2 3
E) Taking a Walk Alone........................................................................ 1 2 3
F) Outdoor Gardening..............................................................................1 2 3
G) Entertaining in my Home..............................................................1 2 3
H) Talking on the Telephone..............................................................1 2 3
I) Playing Card Games in my Home.............................................. 1 2 3
J) Eating Out/Going to the Movies/Etc...................................... 1 2 3
K) Club/Group Activities...................................................................1 2 3
L) Shopping Trips with Friends................................................... 1 2 3
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TABLE IV-17






Often 4 64 38 7 113 (77.9%)
Occassionally 1 20 5 6 32 (22.1%)
Never ( 0% )
TOTALS 5 84 43 13 145 (100% )
Social Class
Card Games 
At Home I II III IV Totals
Often 3 27 14 1 45 (36.3%)
Occassionally 1 43 11 1 56 (45.2%)
Never 1 9 8 5 23 (18.6%)
TOTALS 5 79 33 5 124 (100% )
Chi-Square = 20.168 (p-value=0.0026, with df=6)* 
*more than 20% of cells have expected frequencies of 





Often -- 17 11 2 30 (21.3%)
Occassionally 5 67 29 8 109 (77.3%)
Never 2 2 ( 1.4%)
TOTALS 5 84 40 14 141 (100% )
Chi-Square = 24.148 (p-value=0.=0005, with df=6)* 
*More than 20% of cells have expected frequencies of 
less than 5 per cell
Chi-Square = 7.271 (p-value=0.0638, with df=3)*
*more than 20% of cells have expected frequencies 
of less than 5 per cell
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and J-L out-of-home. Accordingly, the terminology chosen 
for these two remaining trios of activities was Internal/ 
Social and External/Social. This resulted in four groupings 
of the twelve activities listed. It was possible, however, 
to create an additional four groups of activities. For example, 
the first and second trio of activities were non-social in 
nature, resulting in a six-item group termed Isolate.. A 
group termed Internal was derived from the first and third 
trio of activities, an External group from the second and 
fourth group of activities, and a Social grouping of activities 
from the third and fourth collection of items.
To analyze these groupings of the activities a data 
transformation was performed upon each activity. In order 
that the magnitude of the score indicated greater participa­
tion of an activity, the response of each individual activity 
(range from 1-3) was treated as a separate variable and sub­
jected to the following transformation:
Scoresi = 4 - Responsei
where: i = Activity A through L
For example, if an individual performed activity "A" often 
they would have circled a "1" on the test instrument. By 
subtracting this value from four provided a transformed score 
of "3" for activity "A".
The next step was to sum the transformed activity scores 
for each individual for the eight respective activity groupings.
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This resulted in each individual receiving eight separate 
activity scores. Finally, these eight activity scores for 
the respective activity groupings across the four social
classes were subjected to a Kruskal-Wallis test to determine 
if significant differences existed. Table IV-18 details the 
results of these analyses, as well as indicates which activity 
items were included in the respective activity categorizations. 
Of the eight categories only two were not found to be signifi­
cant- -Internal/ Isolate and External/Social. Curiously, these 
two groupings were conceptually opposites of one another.
Table IV-19 presents the mean scores of the ranks by 
social class for the six activity groupings which were found 
significant. Social Class II had the highest mean scores 
for five of the six categorizations, and narrowly was second 
only for the Internal/Social groupings. For all of the activity 
groupings Social Classes III and IV were third and fourth, 
respectively, in terms of mean scores of the ranks. Social 
Class IV, however, was a distant fourth in the mean scores 
of the ranks for all activity groupings.
Although further work and refinement of these activity 
categorizations is needed, some conclusions seemed possible. 
First, advancing age apparently lead to decreasing activity 
in all forms. Secondly, the nature of the activities appeared 
to matter little in terms of activity preference by any of 
the social classes. Finally, it appeared that with the ex­
ception of Social Class IV, the social class groups tended to 





1. INTERNAL/ISOLATE = Σ (ITEMS A, B, C OF A1)
KRUSKAL-WALLIS TEST: H=3.06 (p-value=0.3823, with df=3)
2. EXTERNAL/ISOLATE = Σ (ITEMS D,E,F OF A1)
KRUSKAL-WALLIS TEST: H=20.03 (p-value=0.0002, with df=3)
3. INTERNAL/SOCIAL = Σ (ITEMS G,H,I OF Al)
KRUSKAL-WALLIS TEST: H=12.48 (p-value=0.0059, with df=3)
4. EXTERNAL/SOCIAL = Σ (ITEMS J,K,L OF A1)
KRUSKAL-WALLIS TEST: H=4.31 (p-value=0.2302, with df=3)
5. ISOLATE = Σ (ITEMS A,B,C,D,E,F OF A1)
KRUSKAL-WALLIS TEST: H=16.73 (p-value=0.0008, with df=3)
6. SOCIAL = Σ (ITEMS G,H,I,J,K,L OF A1)
KRUSKAL-WALLIS TEST: H=10.41 (p-value=0.0154, with df=3)
7. INTERNAL =Σ (ITEMS A,B,C,G,H,I OF Al)
KRUSKAL-WALLIS TEST: H=9.48 (p-value=0.0235, with df=3)
8. EXTERNAL = Σ(ITEMS D,E,F,J,K,L OF A1)
KRUSKAL-WALLIS TEST: H=14.81 (p-value=0.0020, with df=3)
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TABLE IV-19
MEAN SCORES OF THE RANKS FOR THE SIX 
SIGNIFICANT ACTIVITY CATEGORIZATIONS 
BY SOCIAL CLASS
External/Isolate












Social Class N Mean Score















IV 13 41 .92
External







Analysis of the four social class groupings found many 
differences, as well as some similarities. An important dif­
ference that appeared to manifest itself in many different 
respects was the age differences among the respective classes. 
The lower the social class, the higher the age. Statistical 
tests found this difference to be significant. Many of the 
subjects in Social Class IV were no doubt victim to Depression- 
era lack of occupational and educational opportunities. 
Accordingly, the next 10-15 years may find a lessening of 
this effect upon social class groupings.
Among the subjects there was a high degree of home 
ownership irrespective of class, and of those who did own a 
home, 70% owned that home free of mortgage obligation. There 
appeared to be little major differences in choice criteria 
demanded for residence. Financial reasons, quietness, and 
communal activities dominated. A rather interesting finding 
was the residential mobility among all of the social class 
groups. The data suggested that most had moved at least once 
since retirement. The background of the respective social 
classes prior to retirement appeared to be skewed to urban 
backgrounds the higher the social class.
The pre-retirement income levels increased with each 
succeeding rise in social class. The magnitude of the income 
levels appeared substantial primarily for Social Class IV. 
It was pointed out, however, that this result was confounded
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somewhat due to the age (and thus time of retirement) for 
this Class’ members. The number of sources of income was 
not significantly different between the classes. Three 
sources of income predominated: pensions. Social Security, 
and savings/investments.
Nearly three-fourths of all subjects were married. 
Analysis found there was a relationship between social class 
and marital status for sample subjects. The higher social 
classes, which were also the youngest, were predominantly 
married. The lower social classes, which were the older 
aged among the groups, displayed greater instances of being 
widowed/widower.
Analysis of the activities section found that the 
higher the social class generally the higher the level of 
participation in the listed activities. The nature of the 
activities seemed to matter little in terms of social class 
participation. The activity level of Social Class IV, how­
ever, was dramatically lower than all other classes. This 
was also believed to be confounded by the age variable.
The profile analysis determined that there is a fair 
degree of variety in the styles of living and life circumstances 
between the social class groupings. The nature of the social 
class concept, however, suggests that this should be the case.
TESTS OF THE HYPOTHESES
This section sets forth the results of the tests of 
statistical significance applied to the hypotheses of this
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study. Although each hypothesis will be discussed individually, 
the first three will be considered as a group due to their 
relatedness. Each of the first three hypotheses was concerned 
with a particular phase of the buying process: (1) the acquisi­
tion of information prior to a purchase, (2) the choice criteria 
used for a purchase, and (3) the degree of satisfaction with 
the purchase made. To examine these hypotheses four product 
categories were presented to subjects--household furnishings, 
small appliances, consumer electronics, and recreation items. 
The first three hypotheses focused upon determining if dif­
ferences existed between the four social class groupings for 
each phase of the buying process. Formally stated, these 
research hypotheses are as follows:
H1: There is a difference between the responses 
of the social class groupings in their pre- 
purchase acquisition of information.
H2: There is a difference between the responses 
of the social class groupings in the choice 
criteria used for purchase decisions.
H3: There is a difference between the responses 
of the social class groupings in their 
degree of post-purchase satisfaction 
for purchases made.
In addition to those variables used to examine the 
first three hypotheses, subjects were asked to indicate the 
amount spent on their respective purchases. Table IV-20 
details the average amounts spent by the respective social
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TABLE IV-20
MEAN PRICE PAID FOR THE FOUR 






































PURCHASE PRICES FOR THE FOUR 






Household Furnishing 1 .95 0.58341 3
Small Appliance 7.41 0.0600 3
Consumer Electronics .71 0.8707 3
Recreation 4.82 0.1857 3
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class groupings for each of the four product categories. Due 
to the differences found in pre-retirement income levels, it 
was anticipated that greater variation in purchase prices would 
have also been found. Only for the recreation purchases did 
there appear to be large differences. The reported high age 
for Social Class IV, no doubt contributed to the minimal 
recreation expenditures by this group.
To determine if prices paid were significantly different 
between the classes, a Kruskal-Wallis test was performed for 
each of the product categories. The lower portion of Table TV-20 
presents the results. Only for the small appliance category 
was the difference significant (p-value=0.06). Given the 
variation in mean prices paid for the recreation category 
($16.00 to $1533.00) it was anticipated that significant 
differences would have been found for this group of goods as 
well. Nevertheless, these results suggested that irrespective 
of social class, the elderly are potential buyers of large- 
ticket items, and marketers would be foolish to disregard 
the potential that exists among elderly of all social classes.
HYPOTHESIS 1: PRE-PURCHASE ACQUISITION OF INFORMATION
This hypothesis was examined for not only the four 
specified product categories, but also in a generalized manner, 
with no reference to a product or type of buying situation. 
Variable S2 of the test instrument questioned subjects about 
which of eight specific information sources they employed
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as aids to buying, and to select as many as applied. Table IV-21 
presents the responses given to each information source by 
social class. Virtually tied for the source most frequently 
used by all classes was ’’check prices" (21.67%) and "rely 
upon past experience" (21.49%). The only other sources that 
were widely used were "rely upon brand/store reputation" (18.83%) 
and "advertising" (14.56%).
A Kruskal-Wallis test was performed upon the median 
number of information sources used by respondents of the re­
spective social classes. The results of that test, detailed 
in the lower portion of Table IV-21, revealed significant 
differences between the social classes (p-value=0.0636). 
With the exception of Social Class I, the pattern indicated 
the higher the social class the more sources of information 
acquired. It was possible that the relationship might have 
held if the sample size of Social Class I was larger, and 
thus more representative.
Of the information sources provided in Variable S2, 
four of these were marketer controlled sources of information, 
and the other four non-marketer controlled. That is, certain 
information sources were controlled by marketers through their 
promotional mix, and others were beyond their control. This 
breakdown was as follows:
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TABLE IV-21
INFORMATION SOURCES USED FOR A GENERALIZED 






Business Bureau 1 6 3 10 ( 1.78%)
Rely Upon Past 
Experience 4 74 31 12 121 (21.49%)
Advice of
Friends/Relatives 2 37 10 4 53 ( 9.41%)
Advertising 1 52 24 5 82 (14.56%)
Read Magazines/ 
Books 2 36 14 1 53 ( 9.41%)
Check Prices 3 73 36 10 122 (21 .67%)
Rely Upon Brand/
Store Reputation 2 61 33 10 106 (18.83%)
Store Personnel 1 9 4 2 16 ( 2.84%)
TOTALS 16 348 155 44 563 (100% )
NUMBER OF INFORMATION SOURCES USED FOR 
A GENERALIZED SHOPPING SITUATION BY SOCIAL CLASS








I 5 264.00 372.50 52.80
II 86 7078.50 6407.00 87.31
III 44 2889.50 3278.00 65.67








Better Business Bureau 
Past Experience
Advice of Friends/ 
Relatives
Read Magazines/Books
After dichotomizing these information sources they were then 
used as the basis for performing a Kruskal-Wallis test to 
determine if there were significant differences between the 
social classes for the number of either form of information 
source used. Table IV-22 presents the results. Both the 
marketer and non-marketer information sources proved signifi­
cant (p-value=0.0559 and 0.0492, respectively). Social Class II 
subjects indicated they acquired more amounts of information, 
regardless of its source. Again, with the exception of Social 
Class I, there was a pattern of increasing amounts of infor­
mation acquired the higher the social class.
As mentioned earlier, Hypothesis H1 was also tested 
by asking subjects to indicate their sources of information 
prior to an actual purchase. For the four purchase categories 
Variables P2, P8, P14, and P20 asked subjects to indicate all 
sources of information used by them prior to the purchase. 
The composition of these variables was slightly different 
than the generalized information question, Variable S2.
Table IV-23 presents the information sources, and their re­
spective responses by social class for the household furnishing
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TABLE IV-22
MARKETER AND NON-MARKETER CONTROLLED SOURCES 
OF INFORMATION USED FOR A GENERALIZED SHOPPING 









I 5 155.00 362.50 31.00
II 82 6423.00 5945.00 78.33
III 44 3051.00 3190.00 69.34
IV 13 811.00 942.50 62.38









I 5 362.50 335.00 72.50
II 78 5798.50 5226.00 74.34
III 38 2121.50 2546.00 55.83
IV 12 628.50 804.00 52.38
Kruskal-Wallis Tests H=7.85 (p-value=0.0492, with df=3)
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TABLE IV-23
INFORMATION SOURCES USED FOR A HOUSEHOLD FURNISHING 
PURCHASE BY SOCIAL CLASS
Social Class
Information Source I II III IV Totals
Shopped Other 
Stores 2 52 19 2 75 (34.25%)
Telephoned Merchants 1 5 4 1 11 ( 5.02%)
Advice of Friends/ 
Relatives - - 17 6 1 24 (10.96%)
Advertising 1 22 6 29 (13.24%)
Read Magazines/ 
Books 7 2 9 ( 4.11%)
Rely Upon Past
Experience 3 43 17 1 64 (29.22%)
Did Nothing 1 2 2 2 7 ( 3.20%)
TOTALS 8 148 56 7 219 (100% )
NUMBER OF INFORMATION SOURCES USED FOR A 








I 3 207.00 156.00 69.00
II 68 3596.50 3536.00 52.89
III 27 1331.50 1404.00 49.31
IV 5 221.00 260.00 44.20
Kruskal-Wallis Test: H=1.59 (p-value=0.6616, with df=3)
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purchase category. For this purchase category the most widely 
used information source was to engage in "comparison shopping," 
used by 34.25% of all subjects. Given the amounts of money 
that these subjects spent on a furnishing item (see Table IV-20) 
this was not a surprising result. The second most used source 
of information was their own "past experience" (29.22%). There 
was a considerable drop to the third source of information, 
"advertising," in terms of frequency of usage (13.24%).
The lower portion of Table IV-23 contains the results 
of performing a Kruskal-Wallis test on the median number of 
information sources used by the social classes for a house­
hold furnishing purchase. Significant differences between 
the classes were not found (p-value=0.6616). This finding 
was contrary to that found in the generalized shopping situation.
For the remaining purchase categories the results are 
presented in Tables IV-24, 25, and 26. From the standpoint 
of finding differences between the social classes, the result 
for the remaining three purchase categories was the same as 
that of the household furnishing item--no significant dif­
ferences in number of sources of information acquired for a 
specific purchase situation existed between the social classes.
In each of the three other purchase situations "past 
experience" was the number one source of information across 
all social classes, instead of being number two as it was for 
household furnishings. The use of "advertising" as an infor­
mational source was higher for small appliance and consumer
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TABLE IV-24
INFORMATION SOURCES USED FOR A SMALL APPLIANCE 




I II III IV Totals
Shopped Other 
Stores — 25 10 2 37 (22.84%)
Telephoned Merchants 3 1 4 ( 2.47%)
Advice of Friends/ 
Relatives - - 12 6 1 19 (11.73%)
Advertising 2 23 6 1 32 (19.75%)
Read Magazines/ 
Books 9 2 1 12 ( 7.40%)
Rely Upon Past
Experience 1 29 13 5 48 (29.63%)
Did Nothing 5 5 10 ( 6.17%)
TOTALS 3 101 38 10 162 (100.0%)
Kruskal-Wallis Tests H=1.15 (p-value=0.7656, with df=3)
NUMBER OF INFORMATION SOURCES USED FOR 








I 2 62.00 90.00 31.00
II 55 257.00 2475.00 46.73
III 26 1134.00 1170.00 43.62
IV 6 239.00 270.00 39.83
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TABLE IV-25
INFORMATION SOURCES USED FOR A CONSUMER ELECTRONICS 
PURCHASE BY SOCIAL CLASS
Social Class
Information Source I II III IV Totals
Shopped Other 
Stores 2 30 12 4 48 (26.97%)
Telephoned Merchants 1 2 2 1 6 ( 3.37%)
Advice of Friends/ 
Relatives - - 14 4 2 20 (11.24%)
Advertising 2 22 5 -- 29 (16.29%)
Read Magazines/ 
Books 1 11 2 — 14 ( 7.87%)
Rely Upon Past
Experience 2 34 16 1 53 (29.78%)
Did Nothing 1 6 - - 1 8 ( 4.49%)
TOTALS 9 119 41 9 178 ( 100% )
NUMBER OF INFORMATION SOURCES USED FOR
A CONSUMER ELECTRONICS PURCHASE BY SOCIAL CLASS








I 4 233.00 184.00 58.25
II 57 2749.00 2622.00 48.23
III 24 958.00 1104.00 39.92
IV 6 246.00 276.00 41 .00
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TABLE IV-26
INFORMATION SOURCES USED FOR A RECREATION PURCHASE 
BY SOCIAL CLASS
Social Class
Information Source I II III IV Totals
Shopped Other 
Stores 1 19 4 24 (15.58%)
Telephoned Merchants 8 8 ( 5.19%)
Advice of Friends/ 
Relatives 1 28 7 2 38 (24.68%)
Advertising 1 13 5 19 (12.34%)
Read Magazines/ 
Books 1 7 .5 13 ( 8.44%)
Rely Upon Past 
Experience 31 6 2 41 (26.62%)
Did Nothing 9 2 11 ( 7.14%)
TOTALS 6 115 29 4 154 ( 100% )
NUMBER OF INFORMATION SOURCES USED FOR 








I 3 154.50 126.00 51 .50
II 61 2542.50 2562.00 41 .68
III 17 686.00 714.00 40.35
IV 2 103.00 84.00 51 .50
Kruskal-Wallis Test: H=0.87 (p-value=0.8334, with df=3)
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electronics purchases than the remaining categories. These 
two categories, however, typically are advertised quite heavily. 
With the exception of recreation purchases, "advertising" was 
used as an information source more than the "advice of others." 
Given that the sampled subjects lived in communities of elderly, 
with heavy doses of communal activities, it was surprising 
that word-of-mouth information from others about products 
was not higher.
In view of the results to these specific purchase 
situations, it seemed appropriate not to conclude that there 
was no significant difference between the social classes in 
amounts of information acquired prior to purchase. The em­
pirical weight of four specific purchase situations reduced 
the importance of the significant differences found for the 
generalized shopping situation. In limited problem-solving 
situations, marketers can anticipate that regardless of social 
class circumstances elderly consumers will acquire similar 
amounts of information, and tend to rely heavily upon their 
own personal experience.
HYPOTHESIS 2: CHOICE CRITERIA UTILIZED FOR PURCHASE DECISION
The second hypothesis was concerned with the choice 
criteria employed by sample subjects for the four specific 
purchase categories. The choice criteria gave indication of 
what subjects considered important as they made their purchases. 
The hypothesis was formulated on the basis that higher amounts
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of education, a component of social class, would suggest a 
greater number of choice criteria for purchases made in a 
limited problem-solving situation.
Tables IV-27 through IV-30 present the choice criteria 
responses by social class for each of the four purchase 
situations. The upper portion of each table enumerates the 
number of respective criteria chosen by each class, and the 
lower portion the Kruskal-Wallis test results. The Kruskal- 
Wallis test was based upon the median number of choice criteria 
selected by subjects for a respective purchase.
With the exception of household furnishing purchases, 
the number one choice criteria across all social classes was 
"brand selection." This finding was consistent with Fela’s 
segmentation study of elderly consumers (1977). Brand was 
not first for household furnishings, no doubt, due to the 
lack of strong brand identity among this group of products. 
Price was among the top selections, but was not the leading 
choice criteria for any of the product purchases. This was 
consistent with the discussion on price in Chapter II, that 
the elderly were not sensitive to price to the extent that 
it was a predominant choice criteria. For the elderly price 
was important if other choice criteria were met. Curiously, 
it was the second favored choice criteria for recreation 
purchases. Because of the nonessential nature of recreation 
products, price was not expected to be an especially important 
choice criteria in this instance. Ranking either second or
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TABLE IV-27
CHOICE CRITERIA FOR A HOUSEHOLD FURNISHING PURCHASE 
BY SOCIAL CLASS
Choice Criteria I II III IV Totals
The Item was
In Stock 2 27 13 2 44 (20.37%)
Correct Size/ 
Color/Etc. 3 45 12 2 62 (28.70%)
Had the Brand I 
Wanted - - 24 13 1 38 (17.59%)
The Price was 
Lowest 1 22 8 3 34 (15.74%)
Store Loyalty -- 5 5 1 11 ( 5.09%)
Sales Personnel 7 3 10 ( 4.63%)
Financing/Credit 
Bank Card 2  2 ( .93%)
Warranty/Service 8 6 1 15 ( 6.94%)
TOTALS 6 138 62 10 216 ( 100% )
Kruskal-Wallis Test: H=1.20 (p-value=0.7528, with df=3)
NUMBER OF CHOICE CRITERIA FOR A








I 3 147.00 153.00 49.00
II 67 3302.00 3417.00 49.28
III 27 1447.50 1377.00 53.61
IV 4 254.50 204.00 63.63
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TABLE IV-28
CHOICE CRITERIA FOR A SMALL APPLIANCE PURCHASE 
BY SOCIAL CLASS
Choice Criteria I II III IV Totals
The Item was 
In Stock 1 22 16 3 42 (19.72%)
Correct Size/ 
Color/Etc. 18 9 1 28 (13.15%)
Had the Brand I 
Wanted 39 17 4 60 (28.17%)
The Price was 
Lowest 2 35 15 3 55 (25.82%)
Store Loyalty 9 5 3 17 ( 7.98%)
Sales Personnel -- 1 -- 1 ( 0.47%)
Financing/Credit/ 
Bank Card - - — — 1 1 ( 0.47%)
Warranty/Service — 5 2 2 9 ( 4.23%)
TOTALS 3 128 65 17 213 ( 100% )
Kruskal-Wallis Test: H=2.06 (p-value=0.5593, with df=3)
NUMBER OF CHOICE CRITERIA FOR A 







I 2 51.00 91.00 25.50
II 55 2469.00 2502.50 44.89
III 27 1243.00 1228.50 46.04
IV 6 332.00 273.00 55.33
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TABLE IV-29
CHOICE CRITERIA FOR A CONSUMER ELECTRONICS PURCHASE 
BY SOCIAL CLASS
Choice Criteria I II
Social Class
III IV Totals
The Item was 
In Stock 2 25 13 2 42 (20.19%)
Correct Size/ 
Color/Etc. 2 25 6 1 34 (16.35%)
Had the Brand I
Wanted 1 35 14 4 54 (25.96%)
The Price was
Lowest 1 21 7 2 31 (14.90%)
Store Loyalty 10 4 14 ( 6.73%)
Sales Personnel 8 1 9 ( 4.33%)
Financing/Credit/
Bank Card — 1 4 5 ( 2.40%)
Warranty/Service 11 7 1 19 (9.13%)
TOTALS 6 136 56 10 208 ( 100% )
Kruskal-Wallis Test: H=3.84 (p-value=0.2792, with df=3)
NUMBER OF CHOICE CRITERIA FOR A







I 4 112.00 184.00 28.00
II 58 2709.50 2668.00 46.72
III 23 1161 .50 1058.00 50.50
IV 6 203.00 276.00 33.83
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TABLE IV-30
CHOICE CRITERIA FOR A RECREATION PURCHASE 
BY SOCIAL CLASS
Social Class
Choice Criteria I II III IV Totals
The Item was 
In Stock 1 25 10 36 (22.36%)
Correct Size/ 
Color/Etc. 19 4 — 23 (14.29%)
Had the Brand I
Wanted 1 31 12 1 45 (27.95%)
The Price was 
Lowest 2 25 9 1 37 (22.98%)
Store Loyalty 4 2 1 7 ( 4.35%)
Sales Personnel 3 2 5 ( 3.10%)
Financing/Credit 
Bank Card — 1 — — 1 ( 0.62%)
Warranty/Service 5 2 7 ( 4.35%)
TOTALS 4 113 41 3 161 ( 100% )
Social
NUMBER OF CHOICE CRITERIA FOR A 







I 2 100.50 81.00 50.25
II 59 2295.50 2389.50 38.91
III 17 790.00 688.50 46.47
IV 2 54.00 81.00 27.00
Kruskal-Wallis Test: H=2.43 (p-value=0.4887, with df=3)
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third across all social classes for the four product categories 
was having an "item in stock." This was an indication that 
those marketers who had assempled a product assortment to fit 
the needs of elderly consumers were compensated by making the 
sale. While "brand loyalty" was high, "store loyalty" was 
not. Given the finding in Hypothesis H1, that elderly con­
sumers possessed a propensity to engage in comparison shopping, 
lack of "store loyalty" was consistent.
The lower portion of Tables IV-27 through IV-30 contain 
the results of Kruskal-Wallis tests performed for each of 
the four product categories. In each case there were no 
significant differences found in number of choice criteria 
used for purchase decisions.
A further examination of the choice criteria was made 
by categorizing them into groups meaningful for marketing 
strategy decisions. This grouping was as follows:








After this categorization was made upon all responses each 
of the four product categories was subjected to a Kruskal- 
Wallis test to determine if differences existed between the
160
four social class groupings. Difficulties were encountered 
in performing the Kruskal-Wallis test due to the low number 
of responses for some categories. Nevertheless, the p-values 
across all social classes for the four products were found 
not to be significant. Given that differences were not found 
between the social class groupings, the recommendation to 
marketers is that the choice criteria demanded by elderly 
consumers appear to be consistent, and the especially important 
ones few--"item in stock," "correct size/color/etc.," "brand," 
and "price."
HYPOTHESIS 3: DEGREE OF POST-PURCHASE SATISFACTION
Hypothesis H3 was concerned with the amount of post­
purchase satisfaction derived from purchases made. For each 
of the four product categories it was hypothesized that the 
degree of satisfaction would be different between the social 
class groupings. As described in Chapter III, the rationale 
for this hypothesis was related with Hypothesis H1. That is, 
more (or less) amounts of information prior to a purchase 
would manifest itself in more (or less) amounts of satisfaction 
with that purchase. Given that significant differences were 
not found for Hypothesis H1, it was predicted that no signifi­
cant differences would be found for Hypothesis H3.
This hypothesis was tested using responses to Variables 
P6, P12, P18, and P24 on the test instrument. A six-point 
Likert-type scale was constructed ranging from a "1" representing
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the response "very satisfied," to "6" representing "very 
dissatisfied." Tables IV-31 through IV-34 provide the results 
of Kruskal-Wallis tests. Using an alpha-level of .10 as the 
significance criterion, significant differences were found 
only for the small appliance category (p-value=0.0822). Due 
to the marginal significance found for the small appliance 
category, and no significant differences found for the remain­
ing product categories, it was not possible to accept Hypothesis H3.
These results suggested that elderly consumers were 
careful in the selection and purchase of items in the limited 
problem-solving category, and their levels of expectation from 
these products were met. For all phases of the buying process 
there was no indication of differences between the social class 
groupings. The degree of consistency of responses displayed 
by the sample subjects across the social class groupings 
implied that marketing mix decisions can be simplified. A 
marketer may be able to standardize his marketing mix to meet 
the needs of elderly consumers and be effective. In summary, 
based upon the responses of subjects sampled in this study, 
the following marketing mix decisions can be recommended:
PRODUCT-----provide an assortment of goods which
features adequate selection, branded 
goods, and variety of size/color/etc.
PRICE--------- if a marketer features price the elderly
will be keen to recognize it, but other 
choice criteria will need to be present in 




DEGREE OF SATISFACTION WITH A HOUSEHOLD FURNISHING
PURCHASE BY SOCIAL CLASS








I 2 112.00 101.00 56.00
II 68 3360.50 3434.00 49.42
III 27 1433.00 1363.50 53.07





SATISFACTION WITH A SMALL APPLIANCE 







I 2 138.00 90.00 69.00
II 54 2220.00 2430.00 41.11
III 27 1256.00 1215.00 46.52
IV 6 391.00 270.00 65.17
Kruskal-Wallis Test: H=6.70 (p-value=O.0822, with df=3)
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TABLE IV-33
DEGREE OF SATISFACTION WITH A CONSUMER ELECTRONICS 
PURCHASE BY SOCIAL CLASS








I 4 240.50 186.00 60.13
II 58 2628.00 2697.00 45.31
III 24 1027.00 1115.00 42.79
IV 6 382.50 279.00 63.75
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TABLE IV-34









I 3 105.00 126.00 35.00
II 61 2651 .00 2562.00 43.46
III 17 647.00 714.00 38.06
IV 2 83.00 84.00 41 .50
Kruskal-Wallis Test: H=0.93 (p-value=0.8177, with df=3)
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PLACE the elderly are not store loyal, and
they have a propensity to engage in 
comparison shopping, implying that 
marketers must rely upon the other 
elements of their marketing mix to 
be able to attract the elderly 
consumer.
PROMOTION----- the elderly believe their years of
experience as a consumer count, 
however, they do acquire other 
information prior to purchase, 
included in that mix of informa­
tion is advertising.
HYPOTHESIS 4: SHOPPING MOBILITY
Hypothesis H4 was formulated to determine if differences 
existed between the social classes in their shopping mobility. 
The research hypothesis was expressed:
H4: There is a difference between the responses
of the social class groupings in the 
geographic extent of their shopping 
mobility.
To test this hypothesis, Variable S3 in the test instrument 
provided eight merchant trade areas for which each subject 
was to indicate in which area(s) they had shopped within the 
last month.
The hypothesis was tested in two ways. First, the
trade areas shopped by the respondents of each social class 
was obtained. The frequency of responses by social class is 
presented in the upper portion of Table IV-35. A Kruskal-
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TABLE IV-35
MERCHANT TRADE AREAS SHOPPED 
BY SOCIAL CLASS
Merchant Trade Area I II III IV Totals
Northwest Arkansas 
Mall 4 54 26 6 90 (17.44%)
Bella Vista 5 80 28 2 115 (22.29%)
Bentonville 4 78 28 1 111 (21 .51%)
Fayetteville 1 16 21 10 48 ( 9.30%)
Rogers 1 65 26 1 93 (18.02%)
Springdale 4 5 9 ( 1.74%)
Joplin 1 28 5 34 ( 6.59%)
Tulsa 1 12 3 — 16 ( 3.10%)
TOTALS 17 337 142 20 516 ( 100% )








I 5 386.00 372.50 77.20
II 86 7700.00 6407.00 89.53
III 44 2679.50 3278.00 60.90
IV 13 260.50 968.50 20.04
Kruskal-Wallis Test: H=36.01 (p.-value=0.0001, with df=3)
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Wallis test, contained in the lower portion of Table IV-35, 
was performed on the number of trade areas shopped by social 
class. The results were significant (p-value=0.0001). The 
older-aged subjects of Social Class IV demonstrated a highly 
confined number of shopping areas traded. Such a result was 
not unexpected due to the advanced age of this group. The 
group with the largest number of areas shopped was not the 
youngest, that honor belonged to Social Class II. Because 
the mean score for Social Class IV was considerably lower 
than all other classes an additional Kruskal-Wallis test was 
performed with Social Class IV deleted to determine if the 
differences between the remaining classes were significant.
The Kruskal-Wallis H statistic was 12.33, with a p-value=0.0021, 
and two degrees of freedom. Thus, the results found in Table 
IV-35 are not strictly attributable to the lack of shopping 
mobility displayed by Social Class IV.
Hypothesis H4 was tested in one additional way to add 
confirmation to the aforementioned results. By testing for 
number of trade areas shopped there was a failure to take into 
account the distance traveled to reach a merchant trade area. 
Accordingly, Variable S3 data was transformed in a manner 
such that the responses were coded in the miles from each 
subject’s residence to each selected merchant trade area.
The detail for this transformation was provided in Chapter III, 
page 107. After this transformation of the data was performed 
a Kruskal-Wallis test was made. The results, provided in
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Table IV-36 again proved significant (p-value=0.0001). Social 
Class II demonstrated a greater geographic extent to their 
shopping mobility than any other class, and Social Class IV 
the least. With Social Class IV omitted from the data set 
the Kruskal-Wallis results were still significant (p-value=0.0012).
Because of the results of these tests, it was possible 
to conclude that there were differences between the social 
classes in the amount of shopping mobility displayed. The 
pattern of the data suggested that the higher the social class 
the more likely the shopping mobility. The implication of 
this finding is that a marketer’s potential customer base 
is expanded if there are elderly from the upper social classes 
in adjacent trade areas. There exists a group of elderly con­
sumers who are willing to travel outside their immediate shop­
ping area for goods and services. Marketers who envision 
themselves as serving the needs of elderly consumers would 
be wise in extending their promotional boundaries in order 
to inform and attract this mobile group of shoppers.
As an example, consider the plight of Springdale merchants 
as viewed by sample subjects. Table IV-35 showed them to be 
the least patronized of all merchant trade areas. There were 
more people shopping Joplin and Tulsa merchants, at much 
greater traveling distances, than the Springdale merchants. 
On the one hand this would be discouraging for a Springdale 
merchant, but on the other encouraging in the potential that 
exists. It is, of course, incumbent upon the Springdale
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TABLE IV-36
GEOGRAPHIC EXTENT OF SHOPPING MOBILITY
BY SOCIAL CLASS








I 5 379.00 372.50 75.80
II 86 7673.50 6407.00 89.23
III 44 2703.50 3278.00 61 .44
IV 13 270.00 968.50 20.77
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merchant to tap this potential. No doubt, there are many 
Springdale-like merchant trade areas that are ignored by 
elderly consumers, yet are within their shopping boundaries. 
As long as these elderly consumers feel these merchant areas 
do not meet their needs, they will continue to ignore them.
HYPOTHESIS 5: TRANSPORTATION MODE, DISTANCE TRAVELED, AND 
FREQUENCY FOR ROUTINE SHOPPING EVENTS.
Variable T1 of the test instrument was designed to 
examine the behavior of elderly sample subjects for routinely 
visited shopping destinations. A total of seven such destina­
tions were provided on the questionnaire: grocery stores, 
general shopping, doctor/clinic, druggist, work, church, and 
entertainment/recreation. As it turned out the responses 
to the "work" and "church" destinations were too sparse for 
analysis. These, however, were not the primary destinations 
of attention. For each destination subjects responded by 
indicating their transportation mode, the distance traveled, 
and the number of times the destination was frequented in a 
one-month period. The hypothesis was formulated in a manner 
so that differences between the social classes for the trans­
portation mode, distance, and frequency, was the research 
objective. The formal hypothesis was expressed:
H5: For routine shopping trips there is a difference
between the responses of the social class 
groupings in the mode of transportation, 
distances traveled, and frequency of such 
trips.
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For analysis of the transportation mode section of
Variable T1, four of the responses were changed in their
order to reflect increasing levels of transportation independence.
Responses three and four were interchanged, as were responses 






Friends/relatives drive me ..................... 5
Spouse drives me ................................................... 6
I drive my car...............................................................7
The results of the upper portions of Tables IV-37 
through IV-40 suggested that the upper social classes were 
generally more transportation independent than were the lower 
social classes. This implied that the upper social classes 
had greater flexibility to enter the marketplace, and there­
fore, would probably be a more desirable target for marketers. 
For those marketers whose market is comprised of generally 
lower social class elderly consumers the implication is to 
either locate convenient to the consumer for walking purposes, 
or to be accessible via public transportation sources.
The data were then analyzed via chi-square tests to 
determine if social class was independent of transportation 
mode. For the transportation mode section only there were 
insufficient responses to the "doctor/clinic" destination
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TABLE IV-37
GROCERY STORE TRANSPORTATION MODE
BY SOCIAL CLASS
Social Class
Transportation Mode I II III IV Totals
Never go there 0
Walk 2 1 3 ( 2.03%)
Bus/Van 2 4 7 13 ( 8.78%)
Taxi 0
Others drive me 0
Spouse drives 1 7 6 1 15 (10.14%)
I drive myself 4 76 32 5 117 (79.05%)
TOTALS 5 85 44 14 148 ( 100% )
Chi-Square = 42.672a (p-value=0.0001, with df=9)*
*more than 20% of cells have expected frequencies 
of less than 5 per cell
aDue to the sparseness of some of the cell frequencies the 
data was re-analyzed by combining Social Classes I and II, 
and omitting "walk" (only 3 responses). Although there 
were still too many cells with expected frequencies of 
less than 5, the results confirmed the same conclusion. 
Chi-square = 38.418 (p-value=0.0001, with df=4)
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TABLE IV-38





Never go there 0
Walk 12 5 1 18 (14.17%)
Bus/Van 2 16 14 10 42 (33.07%)
Taxi 0
Others drive me 0
Spouse drives 1 23 4 28 (22.05%)
I drive myself 2 22 12 3 39 (30.71%)
TOTALS 5 73 35 14 127 ( 100% )
Chi-Square = 19.552a (p-value=0.0209, with df=9)*
*more than 20% of cells have expected frequencies
of less than 5 per cell
aDue to the sparseness of some of the cell frequencies the 
data was re-analyzed by combining Social Classes I and II. 
Although there were still too many cells with expected 
frequencies of less than 5, the results confirmed the 









Never go there 1 10 12 7 30 (34.09%)
Walk 1 11 2 1 15 (17.05%)
Bus/Van 9 2 1 12 (13.64%)
Taxi 0
Others drive me 0
Spouse drives 5 5 ( 5.68%)
I drive myself 17 9 — 26 (29.55%)
TOTALS 2 52 25 9 88 ( 100% )
Chi-Square = 21.799a (p-value=0.0398, with df=12)*
*more than 20% of cells have expected frequencies 
of less than 5 per cell
aDue to the sparseness of some of the cell frequencies 
the data was re-analyzed by combining Social Classes I 
and II. Although there were still too many cells with 
expected frequencies of less than 5, the results con­




ENTERTAINMENT/RECREATION TRANSPORTATION MODE 
BY SOCIAL CLASS
Social Class
Transportation Mode I II III IV Totals
Never go there 8 6 2 16 (12.60%)
Walk 1 3 4 ( 3.15%)
Bus/Van 1 1 2 4 ( 3.15%)
Taxi 0
Others drive me 0
Spouse drives 9 5 1 15 (11.81%)
I drive myself 4 59 21 4 88 (69.29%)
TOTALS 4 78 36 9 127 ( 100% )
Chi-Square = 20.759a (p-value=0.0540, with df=12)*
*more than 20% of cells have expected frequencies of 
less than 5 per cell
aDue to the sparseness of some of the cell frequencies the 
data was re-analyzed by combining Social Classes I and II, 
and omitting responses "Walk" and "Bus/Van" (only 4 responses 
each). There were still too many expected cell frequencies 
of less than 5, however, the strengthened test reached a 
different statistical conclusion. Chi-square = 3.747 
(p-value=0.4413, with df=4). Therefore, it is concluded 
that Social Class and transportation mode are independent 
for entertainment destination.
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for analysis. Therefore, lower portions of Tables IV-37 
through IV-40 present the results of the chi-square test for 
grocery stores, general shopping, druggist, and entertainment/ 
recreation destinations. The initial results found social 
class and transportation mode not to be independent for all 
destinations. Additional analysis of the data was performed 
by combining Social Classes I and II, and omitting those 
catagories for which the responses were less than four. 
This strengthened the analysis and confirmed the original 
conclusion, except for the entertainment/recreation destina­
tion, which was found to no longer be significant (p-value=0.4413).
The analysis for shopping distances, as summarized 
in Table IV-41, was performed by administering the Kruskal- 
Wallis test. Only for the "doctor/clinic" destination were 
the results significant. This finding was attributable to 
the shorter distances traveled by Social Class IV subjects. 
Overall, the conclusion for distance traveled was that social 
class was not a meaningful discriminator for routine destinations.
The analysis for shopping frequency for each of the 
routine destinations was also performed by applying the 
Kruskal-Wallis test. Table IV-42 summarizes the results 
of this analysis. The findings were significant for gro­
cery, general shopping, and druggist destinations. For 
grocery store and general shopping destinations there was 
a pattern of increasing shopping frequency the higher the 
social class--except for Social Class I. The significance
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TABLE IV-41
SHOPPING DISTANCE MEANS (IN MILES) 
BY SOCIAL CLASS








































Grocery Stores 1.00 0.6065 2a
General Shopping 0.45 0.9295 3
Doctor/Clinic 6.38 0.0944 3
Druggist 1.20 0.7525 3
aThere were no responses from Social Class I subjects
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TABLE IV-42
SHOPPING FREQUENCY MEANS 
BY SOCIAL CLASS















































Grocery Stores 15.90 0.0012 3
General Shopping 9.64 0.0219 3
Doctor/Clinic 2.18 0.3358 2a
Druggist 11 .31 0.0102 3
Entertainment / 
Recreation 2.52 0.4716 3
aThere were no responses from Social Class IV subjects
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of the results for the druggist destination was attributable 
to Social Class IV displaying the greatest shopping frequency. 
This was most likely explained by the fact that this Social 
Class is the oldest in mean age, and would be expected to 
purchase more drugs.
For transportation mode and shopping frequency the 
results suggested the conclusion that differences between 
social classes did exist. For shopping distance there were 
no significant differences between the social classes for 
the destinations, except for "doctor/clinic," and this single 
exception was not sufficient to alter the conclusion.
SUMMARY OF THE HYPOTHESES RESULTS
The five hypotheses examined in this study were for­
mulated in such a manner that the research objective was to 
determine if differences existed for specified consumption 
behaviors between derived social class groupings of elderly 
sample subjects.
Hypotheses H1 through H3 focused upon pre-purchase 
acquisition of information, choice criteria used for specified 
purchases, and the degree of satisfaction after the purchase. 
Using four specified product categories as the basis for 
eliciting responses, the data analysis determined that no 
significant differences could be found for these first three 
hypotheses. The consistency of responses to the variables 
used for the assessment of the first three hypotheses was
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unusually high across the social class groupings. This result 
was surprising in view of the degree of differences noted 
between the social classes in the Profile section.
Hypothesis H4 examined the shopping mobility of elderly 
sample subjects. Shopping mobility was defined as number of 
merchant trade areas shopped, and distance traveled to merchant 
trade areas. In separate tests for number and distance traveled, 
significant differences were found between the social class 
groupings. A pattern was noted that the higher the social 
class the higher the number of merchant trade areas shopped 
and distance traveled. The only exception to this pattern 
was Social Class I. The conclusion was that the upper social 
classes displayed a greater propensity to shop beyond their 
immediate merchant trade area than the lower social classes. 
It was noted that this had the effect of widening a merchant’s 
market reach due to the willingness of upper social class 
elderly consumers’ mobility in shopping.
The final hypothesis examined the behavior of the 
social class groupings for frequently visited shopping 
destinations. Several such destinations were presented 
to subjects to determine if differences could be detected 
for transportation mode, distance to destination, and fre­
quency of such visits within a one-month period. For dis­
tances to destination only one destination (doctor/clinic) 
was significant. The weight of the evidence suggested that 
for routine shopping destinations distance traveled was not
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significantly different between the social class groupings.
For transportation mode and shopping frequency the upper 
social classes shopped with greater frequency to all destina­
tions, save the druggist. For the druggist Social Class IV 
displayed the greatest frequency of visiting this destination. 
This was explained as being likely a result of the high average 
age of members of Social Class IV, and their lack of transpor­
tation independence. Transportation mode differences indicated 
the upper social classes were more likely to be transportation 
independent than were lower social classes, for the specified 
shopping destinations. The lower social classes were more 
at the mercy of public transportation services, or dependent 
upon close proximity of destinations in order to walk. An 
implication to marketers seeking to serve the lower class 
elderly was pointed out, that they need to locate in a manner 
that they are accessible by walking, or convenient to public 
transportation. A public policy implication is, of course, 
to provide the transportation system. The conclusion for 
Hypothesis H5, therefore, was that significant differences 
existed between social classes for transportation mode and 
frequency of shopping to routine destinations, but that no 
significant differences existed for distance traveled to 
those same destinations.
Chapter V will present implications to these findings, 
discuss some limitations of the study, and make suggestions 
for future research.
CHAPTER V
CONCLUSIONS, LIMITATIONS, AND 
RECOMMENDATIONS
CONCLUSIONS AND IMPLICATIONS
In Chapter I two objectives for the study were stated:
(1) to determine if social class would prove a viable basis 
of deriving market segments among the elderly, and if so,
(2) what marketing mix decisions would be appropriate for 
reaching those segments. After the analysis of the data, the 
question of whether the objectives of the study were satisfied 
led us to recall Kotler’s definition of market segmentation as 
the "act of dividing a merket into distinct and meaningful 
groups of buyers who might merit separate ... .marketing mixes" 
(1980a, p.294). As a means of deriving "distinct and meaninful 
groups of buyers" among the elderly, five hypotheses were 
formulated.
For each of the first three hypotheses significant dif­
ferences between the social class groupings were not found. 
Furthermore, by examining each hypothesis for four separate 
product purchases, the opportunity was provided to test the 
quality of convergent validity, provided the results were con­
sistent .
The first hypothesis--concerned with pre-purchase 
acquisition of information-- found that no differences could 
be found among the social class groupings for all product 
categories. The first hypothesis was tested four times, and
184
the same conclusion was reached each time. The second hypothe­
sis- -which addressed the issue of what choice criteria were 
demanded by the elderly subjects--found that no differences 
existed among the social class groupings. Again, this con­
clusion was reached for all four product categories. Hypothesis 
H3 focused upon the degree of satisfaction with a product after 
the purchase was made. For only one product category, small 
appliances, were differences noted (p-value=0.0822), and this 
conclusion was dependent upon use of a significance criterion 
of 0.10. Accordingly, the conclusion was made that research 
Hypothesis H3 could not be accepted.
Because the conclusions reached for the first three hypo­
theses were the same--that differences could not be found 
between the social class groupings--"distinct and meaningful 
groups of buyers" were not found. Thus, the objective of 
finding segments among elderly buyers based on social class, 
was not achieved. This result coincided with the earlier 
reported findings of Fela (1977). Using psychographics, Fela 
found three groups of elderly who possessed differing life­
style profiles, yet their market behavior displayed little 
differences. Two studies, of course, should not exhaust 
additional efforts to search for segments among elderly buyers. 
In another section of this Chapter, suggestions for finding a 
basis of deriving segments will be offered for future research 
efforts.
The second objective of this study, to suggest market­
ing mixes for the derived segments, became a moot point since
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there was no evidence of segments. Nevertheless, a marketing 
mix became apparent for the elderly subjects as a group. As was 
pointed out in Chapter II, marketers should tailor a unique 
marketing mix for the elderly rather than relying upon an un­
differentiated approach that attempts to serve all age groups 
(Loudon, 1976). For the promotion element of the marketing mix, 
this study revealed that advertising was among the most impor­
tant information sources for elderly consumers. This finding 
coincided with that of French and Crask (1978), that adver­
tising was a credible and important source of information among 
the elderly. Personal selling was not a highly used informational 
source by the subjects in this study, which was contrary to the 
results of Martin (1976). Martin’s study, however, dealt with 
women’s fashion, and the characteristic of the good may have 
explained the difference in results. For durable goods, as 
used in this study, the implication to marketers is that adver­
tising should be a useful tool in their promotional mix.
Price was found to be among the more important choice 
criteria of the elderly subjects. In no instance, however, 
was it the most important for the four product categories 
tested, and was in agreement with results of other researchers 
(Bernhardt and Kinnear, 1975; Gelb, 1978; Glisan and Kiser, 
1979). The implication of this finding to marketers is that 
price will possibly grab the attention of elderly buyers, but 
if other choice criteria are not emphasized the result may 
well be "no sale . ’’
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Other choice criteria found to be high in importance 
to subjects of this study were related to product assortment 
decisions. "Having an item in stock" that was needed was 
found to be important, as well as having the "correct size/ 
color/etc." for the item. Also high on their list of choice 
criteria was the importance of branded goods. This finding 
with respect to brand agreed with Fela (1977), that the elderly 
displayed high amounts of brand loyalty. For the product 
element of the marketing mix, the implication to marketers is 
to provide a good assortment of branded goods, with adequate 
depth of product lines to insure that individual buyer re­
quirements are met.
Sample subjects were not store loyal. Fela (1977) found 
the same result among subjects he sampled. This implies that mar* 
keters will need to focus their efforts upon other elements of
 
the marketing mix in order to attract the elderly buyer. With 
the other elements of the marketing mix properly in place, it 
might be possible to develop store loyalty among this group of 
buyers. As Gelb (1978) suggested, just showing elderly buyers 
that you care about them and their business can be a meaningful 
act for marketers.
Hypotheses H4 and H5 of this study focused upon shopping 
mobility patterns of the elderly. Hypothesis H4 found differ­
ences between the social class groupings regarding the geo­
graphic extent of their shoppings the higher the social class, 
the wider the geographic boundaries for merchant trade areas
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shopped. The only exception to this pattern was Social Class I, 
and due to the small size of this group (5), conclusive results 
could not be offered regarding their behavior. The surprising 
finding was that there were elderly shoppers who traveled 
distances of over one hundred miles to shop. This propensity 
to shop distant merchant trade areas has an important implication 
to marketers. It suggests that the elderly market may not be 
limited to a marketer’s immediate trade area. If there are 
sizable numbers of elderly that are members of the upper social 
classes, within a range of even 100 miles, a marketer may be 
able to extend his market coverage to such a group of elderly 
buyers. Such an opportunity would be especially meaningful to 
those marketers who actively seek the trade of the elderly. 
This would be and example of target marketing--focusing the 
marketing effort upon a specific group of buyers, and may 
require nothing more than an extension of the promotional 
boundaries by a marketer. The earlier reported results suggested 
that the marketing mix need not be uniquely oriented to social 
class; as well as effectiveness, of targeting distant elderly 
buyers from upper social classes may be a very meaningful 
strategy decision.
Hypothesis H5 turned attention to shopping mobility 
patterns among the elderly for routine shopping situations. 
Three related areas were examined: transportation modes 
utilized, distances traveled, and frequency of such shopping 
trips. For these routine shopping events, distance was not
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found to be significantly different among the social class 
groupings. Statistical differences were found for transpor­
tation mode. Lower social classes were less independent than 
upper classes. The implication of this finding was that 
marketers who have trade areas with large numbers of elderly 
from the lower social classes need to either be located in 
close proximity or be accessible by public transportation. 
This result was consistent with Gelb's findings (1978).
For the variable, shopping frequency, it was found that 
the upper social classes generally shopped more frequently 
(excepting Social Class I). This pattern prevailed except 
for the shopping destiniation of the "druggist." Social 
Class IV visited this destination with the highest frequency, 
but due to the higher ages among this group, this was not a 
surprising result. Shopping frequency very likely had a 
relationship to one’s level of transportation independence. The 
greater shopping frequency of the upper social classes could 
be due to their level of transportation independence, which 
was also higher than that of the lower classes. The impli­
cations of this result coincide with those mentioned earlier. 
A marketer who serves many elderly among the lower social 
classes should strive to create a measure of transportation 
independence for this group by being convenient either via 
walking or public transportation. For marketers serving 
elderly in the upper social classes, the implication is that 
continuous promotions that appeal to this group will likely
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be meaningful due to their frequent shopping behavior.
In summary, market segments were not found among elderly 
buyers using social class as a criterion for deriving segments. 
The results of the study suggested marketing mix decisions which 
would be meaningful in reaching the elderly. Shopping mobility 
patterns displayed by the social class groupings suggested 
several target marketing implications for members of both the 
upper and lower social classes.
LIMITATIONS OF THE STUDY
In Chapter I several limitations to the study were 
indicated. At the conclusion of the study it was apparent 
that that there were three additional limitations that manifested 
themselves.
The limitation that was most apparent was the sample 
size. Members of Social Classes I and IV were five and four­
teen, respectively, which contrasted with 84 and 44 subjects 
in Social Classes II and III, respectively. Ideally, it would 
have been desirable to have all classes approximately equal 
in size. Prior to conducting a study of this nature, however, 
it would have been difficult to ascertain with any high 
probability of success how to select subjects such that each 
social class would be approximately the same size. The magni­
tude of the differences in size of the reapective classes 
contributed to severe problems with the data analysis. Whether 
to combine classes always confronted the analyst, but to do 
so meant a loss of much of the variation that was being sought.
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On the other hand, alternatives would have meant omitting 
those classes with small sample sizes. This action, however, 
threatened the analysis with loss of information. The problem 
was clear, but the alternatives for dealing with it were not.
A second limitation to the study was reliance upon 
the subject’s memory for responses to very specific and detailed 
questions. Especially susceptible to this problem were those 
items on the test instrument relating to purchases of specified 
categories of products, which corresponded to Hypotheses H1, 
H2, and H3. An alternative procedure which would have helped 
to reduce the potential for inaccurate responses would have 
been to use a diary form of data collection. The recency of 
the event would have contributed to much more accurate responses. 
Use of diaries, however, would have presented problems of their 
own in administering.
A final limitation of this study was reflected in the 
selection of subjects from such a narrowly defined sampling 
frame--residents of Bella Vista and Hillcrest Towers, for it 
was difficult to generalize the results any degree. Resources, 
unfortunately, constrained the potential to overcome this 
limitation.
RECOMMENDATIONS FOR FUTURE RESEARCH
One point made in Chapter I was the opportunities for 
researching the elderly consumer. The paucity of such research 
presented a virtually unlimited range of topics related to 
elderly consumer behavior. This study focused upon a search
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for a means of differentiating elderly consumers for purposes 
of defining market segments. The means of defferentiating in 
this study was, of course, social class. In the course of this 
study several potential bases of defining segments of elderly 
consumers were found.
One such variable which may offer potential value is to 
examine the pre-retirement backgrounds of individuals. A 
simple trichotomy used in this study was large city/urban, 
small city, and rural. Further examination may find that 
patterns of consumption behavior acquired in pre-retirement 
background persists after retirement.
Although age certainly has an impact upon consumption 
behavior, the more intriguing approach woul be to examine 
consumption based upon an individual’s age perceptions. That is, 
those who think they are younger than their actual chronolo­
gical age may possess different consumption patterns than 
those who think of themselves as old. Such age perceptions 
very likely influence consumption behavior and could form the 
basis of differnetiating elderly consumers. A possible method 
for implementing a perception-based age scale would be to 
create 4-5 categories based upon various chronological age 
groupings, and ask subjects to indicate which of the categories 
they feel they personally belong, based upon their current 
outlook on health and life in general. An alternative to 
categories described by chronological age would be the use of 
verbal descriptions for the respective categories.
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A final possibility is to predict consumption patterns 
based upon a scale, or index, of activity. A modest attempt 
was made in this study to determine if there existed a latent 
structure to the activities engaged in by the elderly, and if 
a scale could be constructed to reveal such a structure. There 
may be a strong association between the consumption behavior 
of individuals and the structure of the activities in which 
they engage. Such a construct would, ideally, administer a 
standardized set of activities which would yield scores which 
could be interpreted with a high degree of generalizability. 
Such scores could then be related to patterns of consumption 
behavior.
Generally speaking, those studies which have examined 
the elderly consumer have been of the descriptive variety. 
A greater emphasis needs to be placed upon research efforts 
which attempt to predict patterns of consumption behavior 
among the elderly. Such attempts need not be based upon 
elaborate:models. Simple constructs which offer predictive 
ability may be just as useful, and much more likely to receive 
the attention of the practitioner.
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R1 HOW LONG HAVE YOU LIVED AT YOUR PRESENT ADDRESS?_ _ _ _ _ _ (# of  yea rs )
R2 WHAT IS THE PRINCIPLE REASON YOU CHOSE TO LIVE AT YOUR CURRENT 
ADDRESS? (plea se  circl e the  num ber  at  extrem e right  cor respon din g  
TO YOUR ANSWER)
A) FINANCIAL REASONS ........................................................................................ 1
3) COMPANIONSHIP OF OTHER AGED ............................................................. 2
C) QUIET, RELAXED ................................................................................................ 3
D) SAFETY OF THE PLACE ................................................................................... 4
E) COMMUNAL ACTIVITIES ................   5
F) main ten anc e is taken  car e of  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 6
G) MY CHILDREN PUT/SUGGESTED I MOVE HERE ....................................... 7
h ) othe r  (specif y ) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3
R3 THE BOXES BELOW DESCRIBE VARIOUS WAYS PEOPLE PAY FOR THEIR PRIMARY 
PLACE OF RESIDENCE. REVIEW THE LIST, AND 1) CIRCLE THE NUMBER AT 
EXTREME RIGHT THAT DESCRIBES YOUR SITUATION, AND 2) ANSWER AMY 
ASSOCIATED QUESTIONS(S) ENCLOSED IN THAT BOX. AFTER COMPLETING 






OWN OUTRIGHT (no  mort gage  loan ) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1
a ) what  would  you  est imat e th e market  valu e of  your  
HOME TO BE? $______________________ .
OWN, BUT PAYING ON MORTGAGE/LOAN . . . . . . . . . . . . . . . . . . . . . . . . . . .2
a ) How  muc h do  you  owe  on  your  mor tg age /loan ? $______________
B) WHAT WOULD YOU ESTIMATE THE MARKET VALUE OF YOUR HOME 
TO BE? $_______________________
RENT . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .3 
a ) HOW MUCH DO YOU PAY TO RENT YOUR RESIDENCE? $______________  
 ______________________________________
LIVE FREE OF CHARGE . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .4




E1 IF RETIRED, WHAT YEAR DID YOU RETIRE? 19__
E2 IF RETIRED, WHICH OF THE FOLLOWING DESCRIBES YOUR JOB AT TIME OF 
RETIREMENT? (ple ase  circl e the  numb er  at  righ t  bel ow  associated  
WITH YOUR ANSWER)
A) far m labo rer .............................................................................................................1
b ) unsk ille d worke r ..................................................................................... 2
c) SKILLED WORKER/CRAFTSMAN.................................................  3
d ) cler ical /sale s/servic e ................................................................................. 4
E) MANAGERIAL/ADMINISTRATIVE.....................................................  .5
F) pro fession al /tec hnica l ............................. 6
g ) sel f -employ ed ..........................................................................................................7
h ) other  (spec if y )........................................ 8
E3 IF RETIRED, WHAT WAS YOUR AVERAGE MONTHLY INCOME AT THE TIME OF 
YOUR RETIREMENT? $_ _ _ _ _ _ _ _ _ _ __
E4 AT TIME OF RETIREMENT, IN WHAT CITY AND STATE DID YOU RESIDE? 
CITY _________________________
STATE _______________________
E5 AT TIME OF RETIREMENT, WHICH OF THE FOLLOWING DESCRIBED YOUR 
SITUATION? (PLEASE CIRCLE THE NUMBER CORRESPONDING TO YOUR ANSWER)
A) LIVED IN A LARGE CITY/SUBURB...................................  1
b ) lived  in  a small  city ..................................................................................2
c) LIVED IN A RURAL AREA..................................................................................3
E6 IF YOUR CURRENTLY HOLD A JOB WHAT IS YOUR AVERAGE MONTHLY INCOME? 
$ _ _ _ _ _ _ _ _ _
E7 WHICH OF THE FOLLOWING ARE SOURCES OF INCOME FOR YOUR HOUSEHOLD?
(PLEASE CIRCLE THE NUMBER(S) BELOW TO ALL ANSWERS THAT APPLY)
a ) empl oymen t —head  of  hou sehol d . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1
B) EMPLOYMENT—SPOUSE..........................................................................................1
c) RETIREMENT PENSION (OTHER THAN SOCIAL SECURITY),...1
D) SOCIAL SECURITY..................................................................................................1
E) publ ic  assistan ce . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1
f ) savings /invest men ts . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1
g ) mon ey fr om chil dren /r Elat ives . . . . . . . . . . . . . . . . . .  1
h ) other  (spe cif y ). . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1
PLEASE GO TO NEXT PAGE
SHOPPING SECTION
205
S1 HOW WOULD YOU RATE ON A SCALE OF 1 TO 10 YOUR SHOPPING SKILLS?
(assu me tha t  1 is lowes t  skill  and  10 is hig he st  skill ) _____
S2 AS AIDS TO BUYING GOODS AND SERVICES, WHICH OF THE FOLLOWING
SHOPPING SKILLS DO YOU EMPLOY? (cir cle  the  num bers  to  all  ans wer s  
THAT APPLY)
a ) CALL THE BETTER BUSINESS BUREAU.........................................................1
B) rely  upon  past  experien ce .................. .. ....................................................1
c) adv ice  of  fri end s/relati ves . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1
D) ADVERTISING...............................................................................................................1
e) rea d magazi nes /books  for  guides  to  SHOPPING........................1
F) CHECK PRICES...........................................................................................................1
G) RELY UPON BRAND NAME OR STORE REPUTATION............1
h ) STORE PERSONNEL................................. ...................... .. 1
I) OTHER (SPECIFY)................................................ 1
S3 WITHIN THE LAST MONTH HAVE YOU SHOPPED ANY OF THE FOLLOWING
MERCHANT AREAS? (cir cl e th e nu mber (s ) below  to  all  tha t  appl y ) 
a) nor thwe st  Arkansas  mall .. . . . . . . . . . . . . . . . . . . . . . . . . . .    1
B) BELLA VISTA MERCHANTS.............. .. ........................................  .....1
c) BENTONVILLE MERCHANTS.............................................................  1
D) FAYETTEVILLE MERCHANTS............................................................   1
E) ROGERS MERCHANTS................... ..  ...................  1
F) SPRINGDALE MERCHANTS......................................................................................1
G) JOPLIN MERCHANTS ...........................................        1
H) TULSA MERCHANTS ...............................................  1
I) OTHER (SPECIFY) .................................................................. 1
GENERAL INFORMATION
D1 PLEASE CIRCLE THE NUMBER THAT CORRESPONDS TO THE HIGHEST 
EDUCATION LEVEL ACHIEVED BY HEAD OF HOUSEHOLD AND SPOUSE.
HEAD OF HOUSEHOLD SPOUSE
A) NO SCHOOLING...................................................1....................................................1
a) some  elemen tar y (1-3).......................... 2....................................................2
c) COMPLETED 8 GRADES....'......................3. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3
D) SOME HIGH SCHOOL........................................4....................................................4
E) COMPLETED HIGH SCHOOL.........................5.....................................................5
F) SOME COLLEGE..................................................6.................................................... 6
G) COLLEGE GRADUATE.....................................7.....................................................7
h ) advan ced  degree ..........................................3.................................................... 3
PLEASE TURN PAGE
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D2 WHAT IS YOUR MARITAL STATUS? (please  circl e the  nu mber  below )
a ) single /ne ver  married  . . . . . . . . . . . . . . . . . . . . . . . .  .....1
B) MARRIED .....................................................................................  2
C) DIVORCED .......................................................................................................................3
D ) SEPARATED ........................................................ .. .................................................... 4
E) WIDOW/WIDOWER ...................    5
D3 HOW LONG HAVE YOU SEEN IN YOUR PRESENT MARITAL STATUS? _ _ _ _  yr s .
ACTIVITIES SECTION
Al BELOW IS A LIST OF ACTIVITIES. FOR EACH ACTIVITY THAT YOU 
DO OFTEN CIRCLE A 1, IF YOU DO AN ACTIVITY OCCASIONALLY CIRCLE 















a ) watc hin g  television /list eni ng  to  rad io .............1 2 3
B) READING ...............................................................................................1 2 3
C) INDOOR GARDENING . .................................................................. 1 2 3
D) GOING TO THE LIBRARY ........................................................... 1 2 3
e) taking  a walk  alone  .......... ............... .. ................................1 2 3
F) OUTDOOR GARDENING .................................•.................................1 2 3
g ) ente rtain ing  IN MY HOME .....................................................1 2 3
h ) tal king  on  th e tel eph one  ..................................................1 2 3
I) PLAYING CARD GAMES IN MY HOME ....................................1 2 3
J) EATING OUT/GOING TO THE MOVIES/ETC .......................1 2 3
k ) clu b/grou p act ivitie s .....................................  1 2 3
l ) sh oppi ng  trip s with  fr iends  ..........................................1 2 3
PLEASE GO TO NEXT PAGE
TRANSPORTATION SECTION
11 IN THE LEFT-HAND COLUMN BELOW IS A LIST OF PLACES WHERE PEOPLE FREQUENTLY GO. FOR EACH OF THESE PLACES PLEASE 
ANSWER THREE (3) QUESTIONS CONCERNING YOUR TENDENCY TO HAKE SUCH TRIPS.
QUESTION A) HOW DO YOU GET TO THIS PLACE? (circl e one  nu mber  in  SECTION A tha t  ref lect s your  pri nc iple
TRANSPORTATION MODE FOR EACH PLACE LISTED)
QUESTION B) HOW FAR IS IT IN TERMS OF MILES? (place  the  app ropr iate  NUMBER in  SECTION B if  less  than
ONE (1) MILE PUT A 1 IN THE ANSWER SPACE)
QUESTION C) IN A TYPICAL ONE MONTH PERIOD HOW FREQUENTLY DO YOU GO TO EACH PLACE LISTED? (put  th e num ber  

















TIMES IN ONE 
MONTH PERIOD
a ) GROCERY STORES ..................... . 1 . 2 . 3 . 4. 5 . . 6 . . . 7 . . Ml TIMES
B) GENERAL SHOPPING .... . 1 . 2 . 3 . 4 . 5 . . 6 . . . 7 . . Ml TIMES
c) doc t or /cl inic  ................ . 1 . 2 . 3 . 4 . 5 . . 6 . . . 7 . . Ml TIMES
D) DRUGGIST .................................... . 1 . 2 . 3 . 4 . 5 . . 6 . . . 7 . . Ml TIMES
e ) work  (if  no  ONE IN 
HOUSEHOLD EMPLOYED 
CIRCLE 1) ............................... . 1 . 2 . 3 . 4 . 5 . . 6 .   7 Ml TIMES
F) CHURCH......................................... . 1 . 2 . 3 . 4 . 5 . . 6 .  7 Ml TIMES
g ) ent e rt ainme nt /recre ation . 1 . 2 . 3 . 4 . 5 . . 6 . . . 7 . . _________ Ml TIMES 207
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HOUSEHOLD FURNISHING PURCHASES
BELOW ARE SOME QUESTIONS ABOUT THE PURCHASE OF HOUSEHOLD FURNISHINGS. 
EXAMPLES OF HOUSEHOLD FURNISHINGS ARE CHAIRS, TABLES, LAMPS, CHESTS, DESKS, 
ETC. SINCE RETIREMENT, PLEASE ANSWER THE QUESTIONS FOR YOUR MOST RECENT 
HOUSEHOLD FURNISHINGS PURCHASE.(if  no  such  pur ch ase  since  retir ement , turn  page
P1 WHAT KIND OF FURNISHING ITEM DID YOU BUY? _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
P2 BEFORE YOU MADE PHIS PURCHASE, WHICH OF THE FOLLOWING DESCRIBES YOUR
SHOPPING ACTIVITY? (PLEASE CIRCLE THE NUMBER(S) AT EXTREME RIGHT 
CORRESPONDING TO ALL ANSWERS THAT APPLY)
A) I SHOPPED OTHER STORES BEFORE BUYING (IF SO HOW MANY?----------- ) ... 1
B) I TELEPHONED MERCHANTS FOR INFORMATION (IF SO HOW MANY?----------- ) .  1
C) I DISCUSSED THE PURCHASE WITH FRIENDS/RELATIVES(lF SO HOW MANY?----- )1
D) I READ ADS/LISTENED TO RADIO ADS/viEWED TV ADS. . . ......................................1
E) I READ CONSUMER MAGAZINES/BOOKS........................................................................................ 1
F) I RELIED UPON MY PAST EXPERIENCE IN SHOPPING FOR THIS ITEM ... 1
G) I DID NOTHING PRIOR TO PURCHASE........................................................................ .....   1
h ) othe r  (SPECIFY) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .   1
P3 FROM WHAT TYPE OF RETAILER DID YOU PURCHASE YOUR FURNISHING ITEM?
(PLEASE CIRCLE THE NUMBER AT EXTREME RIGHT CORRESPONDIG TO YOUR ANSWER) 
A) CATALOGUE SALE ......................................................................................................................................... 1
B) DISCOUNT STORE......................................................................................................  2
C) DEPARTMENT STORE .................................................................................................................................... 3
D) SPECIALTY STORE..............................................................................................................  4
e) door -to -door  sell er  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  5
f ) othe r  (SPECIFY)_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  6
P4 OF THE FOLLOWING, WHICH DESCRIBES THE REASON(S) YOU BOUGHT THIS FURBISHING 
ITEM? (PLEASE CIRCLE THE NUMBER(S) TO ALL ANSWERS THAT APPLY) 
A) THE ITEM WAS IN STOCK............................................................................. ..... .................................1
B) CORRECT SIZE/COLOR/ETC ................................................................................................................ 1
C) HAD THE BRAND I WANTED............................................................   • 1
D) THE PRICE WAS THE LOWEST..............................................................................................................1
E) THIS STORE IS WHERE I ALWAYS GO FOR FURNISHING ITEMS............................1
F) THE SALES PERSONNEL..................................................................  1
g ) fin anc ing /cr edit /bank  CARD ARRANGEMENTS ...................................................................... 1
h ) warr ant y/service  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1
I) OTHER (SPECIFY). . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1
P5 HOW MUCH DID YOU PAY FOR YOUR FURNISHING ITEM? $_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
P5 WHICH OF THE FOLLOWING DESCRIBES YOUR DEGREE OF SATISFACTION WITH THIS
FURNISHING ITEM. (PLEASE CIRCLE THE NUMBER CORRESPONDING TO YOUR ANSWER) 
A) VERY SATISFIED............................................................................................................................................ 1
B) SATISFIED ...................... 2
C) SOMEWHAT SATISFIED ........................................................................................................................... • 3
D) SOMEWHAT DISSATISFIED..............................................................................  4
E) DISSATISFIED .................................................................................................................................................. 5
F) VERY DISSATISFIED............................................................................................................................................6
PLEASE TURN PAGE
SMALL APPLIANCE PURCHASE 209
BELOW ARE SOME QUESTIONS ABOUT THE PURCHASE OF SMALL APPLIANCES. EXAMPLES 
OF SHALL APPLIANCES ARE TOASTERS, ELECTRIC CAN OPENERS, ICE CRUSHERS, 
ELECTRIC KNIFE SHARPENERS, WAFFLE IRONS, WOKS, ETC. SINCE RETIREMENT, PLEASE 
ANSWER THE QUESTIONS FOR YOUR HOST RECENT SHALL APPLIANCE PURCHASE. (IF no  
SUCH PURCHASE SINCE RETIREMENT TURN PAGE)
P7 WHAT KIND OF SMALL APPLIANCE DID YOU BUY?_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ ._ _ _
P8 BEFORE YOU HADE THIS PURCHASE, WHICH OF THE FOLLOWING DESCRIBES YOUR 
SHOPPING ACTIVITY? (PLEASE CIRCLE THE NUMBER(S) AT EXTREME RIGHT 
CORRESPONDING TO ALL ANSWERS THAT APPLY)
A) I SHOPPED OTHER STORES BEFORE BUYING (IF SO HOW MANY*? ). ... 1
B) I TELEPHONED MERCHANTS FOR INFORMATION (IF SO HOW MANY?______..) . . . 2
C) I DISCUSSED THE PURCHASE WITH FRIENDS/RELATIVES(lF SO HOW MANY?___ .)3
D) I READ ADS/LISTENED TO RADIO ADS/viEWED TV ADS..........................................  • 4
E) I READ CONSUMER MAGAZINES/BOOKS , . . ..... . . . . ..... ... 5
F) I RELIED UPON MY PAST EXPERIENCE IN SHOPPING FOR THIS ITEM . ... . 6
G) I DID NOTHING PRIOR TO PURCHASE . . . . . . . . . . . ..............  7
h ) other  (SPECIFY) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .    . 8
P9 FROM WHAT TYPE OF RETAILER DID YOU PURCHASE YOUR SMALL APPLIANCE?
(PLEASE CIRCLE THE NUMBER AT EXTREME RIGHT CORRESPONDING TO YOUR ANSWER)
A) CATALOGUE SALE...........................  1
B) DISCOUNT STORE................................       2
C) DEPARTMENT STORE ........................................................ . .................................. , .... 3
D) DOOR-TO-DOOR SELLER. .............................................................................................................................4
e) speci alty  stor e . . •.........................  5
F) OTHER (SPECIFY)  ................................ 6
P10 OF THE FOLLOWING, WHICH DESCRIBES THE REASON(S) YOU BOUGHT THIS SHALL 
APPLIANCE? (PLEASE CIRCLE THE NUMBER(S) TO ALL ANSWERS THAT APPLY) 
a ) the  ite m was  in sto ck ............. ................................... 1
B) CORRECT SIZE/COLOR/ETC ............................................ ..... . 2
c) HAD THE BRAND I WANTED............................................ ..... . ............................................................3
D) THE PRICE WAS THE LOWEST .............................................................................................  4
E ) THIS STORE IS WHERE I ALWAYS GO FOR SMALL APPLIANCE PURCHASES . . 5
F) THE SALES PERSONNEL . .........................................................................................................................6
G) FINANCING/CREDIT/BANK CARD ARRANGEMENTS ....................................................... . . 7
h ) war ran ty /servic e . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  .....  ........ 8
I) OTHER (SPECIFY) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  9
P11 HOW MUCH DID YOU PAY FOR YOUR SMALL APPLIANCE $_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
P12 WHICH OF THE FOLLOWING DESCRIBES YOUR DEGREE OF SATISFACTION WITH THIS 
SHALL APPLAINCE? (PLEASE CIRCLE THE NUMBER CORRESPONDING TO YOUR ANSWER) 
a ) very  sat isfie d . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1
B) SATISFIED................................ ............................................................................................................................2
C) SOMEWHAT SATISFIED ................................................................................................................................ 3
D) SOMEWHAT DISSATISFIED ................................. ............... 4
E) DISSATISFIED ................................................................................................................................................ 5
F) VERY DISSATISFIED...........................  6
PLEASE GO TO NEXT PAGE
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CONSUMER ELECTRONICS PURCHASES
BELOW ARE SOME QUESTIONS ABOUT THE PURCHASE OF CONSUMER ELECTRONICS.
EXAMPLES OF CONSUMER ELECTRONICS ARE RADIOS, TELEVISIONS, STEREOS, CLOCK
RADIOS, TAPE PLAYERS, ETC. SINCE RETIREMENT, PLEASE ANSWER THE QUESTIONS FOR 
YOUR HOST RECENT CONSUMER ELECTRONICS PURCHASE(if  no  such  pur cha se  tur n page
P13 WHAT KIND OF ELECTRONICS ITEM DID YOU BUY?_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
P14 BEFORE YOU MADE THIS PURCHASE, WHICH OF THE FOLLOWING DESCRIBES YOUR
SHOPPING ACTIVITY? (PLEASE CIRCLE THE NUMBER(S) AT EXTREME RIGHT 
CORRESPONDING TO ALL ANSWERS THAT APPLY)
A) I SHOPPED OTHER STORES BEFORE BUYING (IF SO HOW MANY?_______  ). . . 1
B) I TELEPHONED MERCHANTS FOR INFORMATION (IF SO HOW MANY?________ ). . . 1
C) I DISCUSSED THE PURCHASE WITH FRIENDS/RELATIVES(IF SO HOW MANY?---------- )1
D) I READ ADS/l ISTENED TO RADIO ADS/viEWED TV ADS.......................................................1
E) I READ CONSUMER MAGAZINES/BOOKS .............................................................................................. 1
F) I RELIED UPON MY PAST EXPERIENCE IN SHOPPING FOR THIS ITEM.............................1
G) I DID NOTHING PRIOR TO PURCHASE..................................................................................................1
h ) OTHER (SPECIFY)  1
P15 FROM WHAT TYPE OF RETAILER DID YOU PURCHASE YOUR ELECTRONICS ITEM?
(PLEASE CIRCLE THE NUMBER AT EXTREME RIGHT CORRESPONDING TO YOUR ANSWER)
A) CATALOGUE SALE.....................................................................................................................................1
B) DISCOUNT STORE  ..........................................................................................................................2
C) DEPARTMENT STORE .............................................................................................................................. 3
D) DOOR-TO-DOOR SELLER........................... .............................................................................................
E) SPECIALTY STORE ................................  . . ................................. ......... 5
f ) other  (SPECIFY)_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ :. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .6
P16 OF THE FOLLOWING, WHICH DESCRIBES THE REASOM(S) YOU BOUGHT THIS .
ELECTRONICS ITEM. (PLEASE CIRCLE Th E NUMBER(S) TO All ANSWERS THAT APPLY) 
a ) the  ite m was  in stoc k . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1
B) CORRECT SIZE/COLOR/ETC......................................................................    1
C) HAD THE BRAND I WANTED ............................................................ ......... 1
D) THE PRICE WAS THE LOWEST , . . . ;......................................................................................1
E) th is STORE IS WHERE I ALWAYS GO FOR ELECTRONICS ITEM PURCHASES . 1
F) THE SALES PERSONNEL...............................................................................................................................1
G) FINANCING/CREDIT/BANK CARD ARRANGEMENTS ...................................................................... 1
h ) warran ty /ser vic e ......... ................. ..... . . . . . . . . . . . . . . . . . . . . . .  1
I) OTHER (SPECIFY) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1
P17 HOW MUCH DID YOUR PAY FOR YOUR ELECTRONICS ITEM? $_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ .
P18 WHICH OF THE FOLLOWING DESCRIBES YOUR DEGREE OF SATISFACTION WITH THIS 
ELECTRONICS ITEM? (PLEASE CIRCLE THE NUMBER CORRESPONDING TO YOUR ANSWER) 
a ) very  sat isfi ed . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1
B) SATISFIED ........... ............................ ........... 2
C) SOMEWHAT SATISFIED ........................................................................................................................... 3
D) SOMEWHAT DISSATISFIED.............................................  4
E) DISSATISFIED . . ...................................... 5




BELOW ARE SOME QUESTIONS ABOUT THE PURCHASE OF RECREATION ITEMS.. EXAMPLES 
OF RECREATION PURCHASES ARE GOLF CLUBS, FISHING/HUNTING EQUIPMENT, CAMPING 
EQUIPMENT, BOATS, ETC. SINCE RETIREMENT, PLEASE ANSWER THE QUESTIONS FOR 
YOUR MOST RECENT RECREATION PURCHASE, (if  no  such  purc has e sin ce  ret irem ent , 
TURN PAGE)
P19 WHAT KIND OF RECREATION ITEM DID YOU BUY? _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
P20 BEFORE YOU MADE THIS PURCHASE, WHICH OF THE FOLLOWING DESCRIBES YOUR 
SHOPPING ACTIVITY? (PLEASE CIRCLE THE NUMBER(S) AT EXTREME RIGHT 
CORRESPONDING TO ALL ANSWERS THAT APPLY)
A) l SHOPPED OTHER STORES BEFORE 3UYING (IF SO HOW MANY?________) ... 1
B) I TELEPHONED MERCHANTS FOR INFORMATION (IF SO HOW MANY?_______ ) . . 1
C) I DISCUSSED THE PURCHASE WITH FRIENDS/r ELATIVES(IF SO HOW MANY?___ )1
D) I READ ADS/LISTENED TO RADIO ADS/viEWED TV ADS........................... . . . 1
E) I READ CONSUMER MAGAZINES/BOOKS............................................................................  1
F) I RELIED UPON MY PAST EXPERIENCE IN SHOPPING FOR THIS ITEM ... 1
G) I DID NOTHING PRIOR TO PURCHASE......................................................................  1
h ) othe r  (SPECIFY)_. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1
P21 FROM WHAT TYPE OF RETAILER DID YOU PURCHASE YOUR RECREATION ITEM?
(PLEASE CIRCLE THE NUMBER AT EXTREME RIGHT CORRESPONDING TO YOUR ANSWER)
a ) CATALOGUE SALE . .  .. ..................................................................... 1
b) discou nt  store . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . .  2
c) DEPARTMENT STORE ............................................................................................................................. 3
D) DOOR-TO-DOOR SELLER ............................................................    4
E) SPECIALTY STORE ............................................ ........ ...................................... 5
F) OTHER (SPECIFY)_ _ _ _ _ _ _ _ _ .  . . . . . . . . . . . . . . . . . 6
P22 OF THE FOLLOWING, WHICH DESCRIBES THE REASGN(S) YOU BOUGHT THIS RECREATION
ITEM? (PLEASE CIRCLE THE NUMBER(S) TO ALL ANSWERS THAT APPLY)
A) THE ITEM WAS IN STOCK........................................... 1
B) CORRECT SIZE/COLOR/ETC ..... .................................................................................. 1
C) HAD THE BRAND I WANTED...................................................... .......................................................1
D) THE PRICE WAS THE LOWEST......................................................................................  1
E) THIS STORE IS WHERE I ALWAYS GO FOR RECREATION ITEM PURCHASES . . 1
F) THE SALES PERSONNEL.......................................................................................................................  1
g ) fi nan ci ng /cr edit /bank  card  arra ngem ent s . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1
h ) warran ty /ser vic e . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  ..... 1
I) OTHER (SPECIFY) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1
P23 HOW. MUCH DID YOU PAY FOR YOUR RECREATION ITEM? $_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
P24 WHICH OF THE FOLLOWING DESCRIBES YOUR DEGREE OF SATISFACTION WITH THIS 
RECREATION ITEM? (PLEASE CIRCLE THE NUMBER CORRESPONDING TO YOUR ANSWER) 
A) ver y satis fied . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1
B) SATISFIED.....................................................................................................................................................2
C) SOMEWHAT SATISFIED ...................................................................................................................... 3
D) SOMEWHAT DISSATISFIED ....................................................................................... , .... 4
E) DISSATISFIED ...................................................................................................................................... 5








UNIVERSITY OF ARKANSAS • College of Business Administration
Dear Friend:
Thank you for agreeing to help in this consumer 
research project. Within the attached pages you will 
find questions about residence, employment, and your 
opinions on certain items, as well as shopping types of 
questions. The answers you give will be important in 
gaining insight to consumer shopping habits and needs.
Though we have not formally provided a section for 
comments, feel free to use the reverse side of this 
letter for any comment you wish to make. Be certain, 
however, to place these comments in the return envelope 
provided along with the questionnaire. Please note that 
the return postage will be paid by the University.
Thank you again for your cooperation. We are look­
ing forward to hearing from you!
Sincerely yours ,
George B. Glisan






CASE#__________ GROUP#______  MR MRS MR/MRS MS ____________ ___________________
ADD.________________________________ BV PH. 855- ___________
Q1) ___________(H) ___________(SP) Q2) 1 2 3 4 5 Q3) 12 3
Q4) 123 SECOND REQ. Y N
CASE#___________GROUP#______  MR MRS MR/MRS MS __ __________________________ _
ADD._________________________ ___ BV PH. 855- ___________
Q1) ___________(H) ___________(SP) Q2) 1 2 3 4 5 Q3) 1 2 3
Q4) 123 SECOND REQ. Y N
CASE#___________GROUP#_______ MR MRS MR/MRS MS _______________________________
ADD._________________________________ BV PH. 855- ___________
Q1) ___________(H) ___________(SP) Q2) 1 2 3 4 5 Q3) 12 3
Q4) 123 SECOND REQ. Y N
CASE#___________GROUP#______  MR MRS MR/MRS MS _______________________________
ADD._________________________________ BV PH. 855- ___________
Q1) ___________(H) ___________ (SP) Q2) 1 2 3 4 5 Q3) 12 3
Q4) 123 SECOND REQ. Y N
CASE#___________GROUP#_______ MR MRS MR/MRS MS_________________________________
ADD._________________________________ BV PH. 855- ___________
Q1) ___________ (H) ___________(SP) Q2) 1 2 3 4 5 Q3) 12 3
Q4) 123 SECOND REQ. Y N
CASE# GROUP#_______ MR MRS MR/MRS MS ________________________________
ADD._________________________________ BV PH. 855- ___________
Q1) ___________ (H) ___________ (SP) Q2) 1 2 3 4 5 Q3) 12 3
Q4) 123 SECOND REQ. Y N
CASE#___________GROUP#_______ MR MRS MR/MRS MS ________________________________
ADD._________________________________ BV PH. 855- ___________
Q1) ___________(H) ___________ (SP) Q2) 1 2 3 4 5 Q3) 12 3
Q4) 123 SECOND REQ. Y N
CASE#  GROUP#_______ MR MRS MR/MRS MS ________________________________
ADD._________________________________ BV PH. 855- ___________
Q1) ___________ (H) ___________ (SP) Q2) 1 2 3 4 5 Q3) 12 3
Q4) 123 SECOND REQ. Y N
DATA SHEET-----CONTROL GROUPS 216
CASE#________ GROUP#______  MR MRS MR/MRS MS__________ _______________________
ADD._______________________________ BV FV MAIL Q Y N
CASE#________ GROUP#______  MR MRS MR/MRS MS _________________________________
ADD._______________________________ BV FV MAIL Q Y N
CASE#________ GROUP#_______ MR MRS MR/MRS MS __________________________ ____ __
ADD._______________________________ BV FV MAIL Q Y N
CASE#________ GROUP#_______ MR MRS MR/MRS MS __ ________________________ -
ADD._______________________________ BV FV MAIL Q Y N
CASE#________ GROUP#_______ MR MRS MR/MRS MS ______________ ___ _______________
ADD._______________________________  BV FV MAIL Q Y N
CASE#________ GROUP#_______ MR MRS MR/MRS MS ______ _________________________ _
ADD._______________________________  BV FV MAIL Q Y N
CASE#________  GROUP#_______ MR MRS MR/MRS MS ________________________________ _
ADD._________________________  BV FV MAIL Q Y N
CASE#________  GROUP#_______ MR MRS MR/MRS MS _________________________________
ADD.________________________________ BV FV MAIL Q Y N
CASE# GROUP#_______ MR MRS MR/MRS MS _________________________________
ADD.________________________________ BV FV MAIL Q Y N
CASE#________  GROUP#_______ MR MRS MR/MRS MS _________________________________
ADD.________________________________ BV FV MAIL Q Y N
CASE#________  GROUP#_______ MR MRS MR/MRS MS _________________________________
ADD.________________________________ BV FV MAIL Q Y N
CASE#________  GROUP#_______ MR MRS MR/MRS MS __________________________________
ADD.________________________________ BV FV MAIL Q Y N
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RESULTS OF THE BEHAVIORAL COMPLIANCE EXPERIMENT
The two main effects examined in the experiment were:
(1) reminder versus no reminder, and (2) the variation of the 
timing of the second request. The reminder condition subjects 
were advised of their compliance to an earlier request made 
of them, whereas the no reminder subjects were not so advised. 
Using chi-square tests of independence the results indicated 
that irrespective of reminder/no reminder, no significant 
differences were found between those who responded positively 
or negatively to returning the questionnaire.
REMINDER/NO REMINDER TREATMENT
Chi-square = 2.481(p-value=0.2891, with df=2)
Returned
Questionnaire
Did Not Return 
'Questionnaire




The timing effect between first and second requests 
was varied as follows: 1,6,11, and 16 day delays. This 
manipulation was designed to examine the strength of the 
self-perception effect over time. The research hypothesis 
in this instance was that there would be a decay in this 
effect the greater the lapse of time since the initial 
request was made. The results are as follows:
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SECOND REQUEST TIME DELAY TREATMENT
Returned
Questionnaire
Did Not Return 
Questionnaire
1-Day Delay 24 6
6-Day Delay 21 9
11-Day Delay 19 4
16-Day Delay 16 15
TOTALS 80 34
Chi-square = 8.186(p-value=0.0419, with df=3)
The results of the timing condition found significant 
differences existed, suggesting that timing and response was 
not independent of one another. This confirmed the expectation 
of the research hypothesis, that self-perception effects would 
not maintain its strength over time for sampled subjects.
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AN INVESTIGATION OF SOCIAL CLASS AS
A CRITERION FOR DERIVING MARKET SEGMENTS
AMONG AN ELDERLY POPULATION
Abstract
The purpose of this study was to examine the usefulness 
of social class as a basis for deriving target markets among 
elderly consumers. Using the retirement communities of Bella 
Vista and Hillcrest in Bentonville and Fayetteville, Arkansas, 
respectively, four social class groupings were derived. The 
social class groupings were obtained via the Hollingshead 
Three-Item Index of Social Position. Three of the hypotheses 
were developed in a manner to assess buyer behavior for pre­
purchase information acquisition, purchase decision choice 
criteria, and post-purchase degree of satisfaction for limited 
problem-solving types of purchases. In all instances the null 
hypotheses could not be rejected. The remaining hypotheses 
dealt with the variety of transportation modes employed, 
shopping distances for routinized trips, frequency of shopping 
trips, and number of merchant trade areas shopped. In all 
instances the null hypotheses were rejected. The upper­
middle and middle-middle (classes II and III on the Hollingshead 
ISP) were the most likely to demonstrate variety in modes of 
transportation, travel further to shop, even to distant merchant 
trade areas, and make such trips more frequently than the upper 
and lower class groupings in the sample. The implication to 
marketers is that where communities of middle- to upper-middle 
elderly consumers reside nearby they represent potential target
markets who possess not only the financial ability to buy 
but the propensity to shop.
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